Ee 


BUS. ADM. 


CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, IIl., under the act of March 2, 1870. Copyright, 1947 by Advertising Publications, Inc. 


OCT 20 1947 


NEW YORK 
330 WEST 


FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 18, No. 42 


October 20, 1947 


10 Cents a Copy, $2 a Year 


Rough Proofs 


The distillers have found that 
they are going to get two holidays 
at the same time—one a 60-day 
hiatus in the production of spiritus 
frumenti and the other available 
space in a good magazine. 

7. | 

Don Belding will head the ANA- 
Four A’s economic education pro- 
gram after he finishes his job for 
Chuck Luckman’s food committee. 
He’s a very singular man, but 
sometimes no doubt wishes that 
he were plural. 

vv¥esy 

Picture caption in AA: “Albert 
E. Haase relaxes with a couple of 
brewing executives.” 

Seems like a perfect opportun- 
ity to relax. 

7, v Ff 

“The vitality of any magazine is 
in its editorial viscera,” remarks 
Modern Industry. 

If an editor had written that, he 
would undoubtedly have used an- 
other word. 

a 

“Agencies run tor profit, not 
just client, says Arndt,” headlines 
the world’s greatest advertising 
journal. 

Maybe this will turn out to be a 
business instead of a profession. 

, Vv F¥ 

The Census Bureau reports that 
in 1945 comics magazines had the 
greatest circulation of any—57,- 
913,000. 

And that’s really nothing to 
laugh abeut. 

2:9 

“Come in and enjoy Storecast 
delightful music to buy by,” in- 
vites First National Stores. 

While the cash registers play a 
delightful accompaniment of their 
own. 

vv¥esgy? 

The Old Professor notes that 
ABP says it’s now in its thirty- 
first year, but according to his fig- 
ures it was founded in 1916 and 
is now in its thirty-second. 

. + F 

Bob Whitney once got a big 
order for dog food by eating some 
of it himself in the presence of a 
chain store buyer. All of which 
goes to show that you don’t always 
have to try it on the dog. 

, ¥ ¥ 

According to the Post tabula- 
tion, Radio Corporation of Amer- 
ica has been an advertiser in its 
pages for 46 years. But in 1901 
Nipper was listening to his mas- 
ter’s voice via phonograph rec- 
ords. 


Tv iF 
AA describes Dorset & Co. of 
Paris as “the Dr. Gallup of 


France,” but his record of check- 
ing up on who’s listening to what 
makes him look more like Claude 
Hooper. 
7, FY 

“Radio Luxembourg is probably 
the only station in the world 
which broadcasts singing commer- 
cials in four languages.” 

How many of them are off key? 


7, |. 


A story quotes the War Depart- 
ment as saying that Pacific Coast 
women are taller than those from 
other sections. 

Is that why they’re better tennis 
players, too? 

Copy Cus. 


Retail Druggists 
Plan to Set Up 


Research Bureau 
Will Study Brand 


Preferences Among 


Health Goods 


Cuicaco—The National Associa- 
tion of Retail Druggists, with 
much help from a couple of hun- 
dred manufacturers, last week got 
off to a fast last lap on its first 
half century. 

At the NARD’s 49th annual 
convention, at the Sherman Hotel 
here, more than 5,000 druggists 
heard NARD officers and guest 
speakers, including Attorney Gen- 
eral Tom Clark, discuss problems 
of competition in the drug field. 
And in the exhibition of health 
goods items the members walked 
and often scampered to view 
manufacturers’ products, many of 
them new ones. 

Some representatives of the 
more conservative ethical drug 
houses appeared slightly non- 
plussed in company with the pro- 
prietary houses, whose booths and 
exhibition techniques ranged from 
moderately promotional to roulette 
wheel showmanship. 

In the business meeting, an- 
nouncement was made that the 
association will soon set up a new 
research bureau to develop studies 

(Continued on Page 82) 


ke wow Genseal Mite he 
Pressure@Quick Saucepan ~~~ 


SPOMEDEED BY OF 


Ute CeOCEEE” 


COMING—The second of General 
Mills’ home appliances will be intro- 
duced to consumers in this color page, 
in the Nov. 9 issue of This Week 
and Nov. 15 Saturday Evening Post. 


Lever Steps Out 
with $1,500,000 
Rinso Ingredient 


CAMBRIDGE, Mass.— After 10 
years and $1,500,000 of research, 
Lever Brothers Company has dis- 
covered Solium, described as “a 
revolutionary development in the 
art of soap-making,” which 
“washes white clothes whiter and 
makes colors look brighter than 
new.” 

A new Rinso soap powder with 

(Continued on Page 81) 


Free Enterprise Copy 


Fails, Council 


Cross Sees ‘Beauty’ 
of Depression Ahead; 
Ferguson Elected 


YOSEMITE ParK, CAL.—The skill 
of agencies and advertisers in sell- 
ing ideas has lagged far behind 
their ability to sell products, J. C. 
Cornelius, chairman of the Ameri- 
can Association of Advertising 
Agencies and executive vice-pres- 
ident of Batten, Barton, Durstine 
& Osborn, Minneapolis, declared 
last week. 

Mr. Cornelius spoke before the 
Pacific Council Four A’s 10th an- 
nual convention at the Ahwahnee 


Is Told 


Hotel here. In welcoming conven- 
tion delegates, he placed it squarely 
up to agency men to sell evident 
truths about the American eco- 
nomic system and to acquaint peo- 
(Continued on Page 84) 


Research is Darling of 


Expanding General Mills 


Broadened Base Is 
Key to Moves in 
Many Directions 


By S. R. BERNSTEIN 


MINNEAPOLIS — On Aug. 19, a 
handful of people, well fortified 
with proxies, trooped into a room 
in Wilmington, Del., for the an- 
nual meeting of General Mills, 
Inc. In addition to the usual 
routine, they had for their con- 
sideration a long amendment to 
the certificate of incorporation, 
authorizing General Mills: 

To process grains, vegetables, 
plants, seeds, fruits, nuts and other 
organic products... for food, phar- 
maceutical, industrial and other 
uses, and to produce and prepare 
vitamins... 

To produce, distill, refine, convert 
and... process organic and inor- 
ganic materials, chemicals, chemical 
compounds, mixtures and derivatives 
and compositions of matter, includ- 


ing ... vegetable, animal and ma- 
rine fats, oils, proteins, carbohy- 
drate and vitamin bearing sub- 


stances; 

To manufacture any and all kinds 
of machinery, tools, appliances, de- 
vices, apparatus, equipment and con- 
tainers designed for use in connec- 
tion with these operations; 

To manufacture machinery, tools, 
implements, utensils, devices, ap- 
paratus, appliances and containers 
of all kinds for sale... to others; 
... To deal in and with any and 
all materials, substances and ar- 
ticles mentioned . . their deriva- 
tives, and the products, by-products 
and residual products obtained 
therefrom ... and supplies and ar- 
ticles commonly carried for sale and 
sold in establishments selling farm 
or agricultural products and sup- 
plies; 

To engage in research work in 
any fields, whether or not directly 
related to the company’s immediate 
activities. .. 


No Surprise, Here 


This amazing amendment was 
adopted without so much as a 
comment. Actually, it was com- 
pletely anti-climactic, since Gen- 
eral Mills has already dipped its 
corporate toe, and in some cases 


Last Minute News Flashes 


Hustle... 


a vital word in business. 
See ‘Salesense’, Page 


Frifield, newspaper space buyer. 


NAM Raises $2,100,000 for ‘48 Budget 

New YorkK—The National Association of Manufacturers has raised 
about $2,100,000 of its projected $3,000,000 public relations budget, 
and its fund-raising drive will not be completed for another month. 
Last year’s budget also was $3,000,000, of which $2,500,000 was raised. 
Advertising is normally allocated between $900,000 and $1,000,000. 


Hussey Named FC&B Media Manager 

Cuicaco—Robert Hussey, for nine years media director in the Chi- 
cago office of Dancer-Fitzgerald-Sample, will join Foote, Cone & 
Belding, Chicago, on Nov. 9, as manager of the media department. 
He will work under H. R. Van Gunten, vice-president in charge of 
media, and with James D. Kysor, magazine space buyer, and A. E. 


This is Tex- 
The first 


Lieber Advertising Com- 
The company will spend from 


46. Other features: Texaco Backs Met Broadcasts with Magazine Ads 

New YorK—Texas Company, which will sponsor the Metropolitan 

PIO «5.05 ond bs aaeen aden s ses i 12| opera broadcasts over ABC again this year, will break a magazine 

Advertising Market Place.......... 72| campaign promoting this program early next month. Full page, four- 

Advertising in the Test Stage... ... 34| color advertisements, through Newell-Emmett, will run in Collier’s, 

en oe > — |g eal . Life, Newsweek, Time and The Saturday Evening Post. 

Editoriels sin nein aah all 12| aco’s eighth eonsecutive year as backer of the opera series. 

Farm Publication Figures........... 66| broadcast, through Buchanan & Co., is scheduled for Nov. 15. 

HPD Delon eg RE err 33 

Getting Personal 2s. scsi 20 Dress-of-the-Month Starts Test Copy 

Information for Advertisers......... 12 Cuicaco—Dress-of-the-Month Club, new organization formed here 

Se UII 955 Jud. 5.5.5 04 55 v0 o0jssa,s 24| last month to sell dresses in book-club manner, began test copy Sun- 

Magazine Figures ................. 68| day with teasers in the Sun-Times here and follows today (Oct. 20) 

Ne Bd a dicdn av thawed 87 with a spread in both the Sun and Times. 

sewers ge) ma Peter a pany is the agency (AA, Sept. 29). 

need Sioa abe stati a } | $30,000 to $40,000 monthly later in newspaper supplements. 

Voice of the Advertiser............ 74 | (Additional News Flashes on Page 87) 


a considerably larger portion of 
its anatomy, into each of the pools 
So sweepingly described. 

So General Mills will spawn an 
unpredictable number of new 
products, in a startling diversity 
of fields, within the next few 
years, the while it also applies 
itself assiduously to the sizable 
task of shaking down its con- 
glomerate corporate mass into a 
more tightly welded, streamlined, 
effective operating unit. 

Among other things, the milling 


This, the first of two 
articles on General Mills, 
deals with the company 
structure and its plans for 
expansion into diverse 
fields in an effort to 
broaden its base. The sec- 
ond will discuss advertis- 
ing, public relations, 
Betty Crocker and other 
promotional operations of 
the country’s seventh larg- 
est advertiser. 


giant will attempt to make the 
“General” in its name more true, 
and the “Mills” somewhat less 
true, by moving to: 

1. Build its appliance lines into 
a limited group of quality table 
products—and then, in all likeli- 
hood, expanding into the major 
appliance field, although this de- 
velopment ® still well in the fu- 
ture. 


Pressure Cooker Ready 


Having made about 1,000,000 
irons since production was started 
in August of last year (a number 
equal to about 20% of the total pre- 
war production) it will introduce 
the Betty Crocker Pressurequick 
saucepan to the public via color 
ads in This Week (Nov. 9) and 
The Saturday Evening Post (Nov. 
15), the Betty Crocker Magazine 
of the Air on ABC, and black and 
white ads averaging 650 lines in 
about 100 major newspapers the 
following week. Next year will 
come a steam iron, followed prob- 
ably by a coffee maker, which has 
been in the works for a long time, 
but is not yet ready. 

2. Expand its line of food spe- 
cialties. Ginger cake and other 
prepared mixes are about ready 
to go, as are additions to the 
Betty Crocker soup mix line and 
to the prepared pie-mix line. 

3. Increase its line, its produc- 
tion and its sales efforts in the 
organic chemical field, principally 
in fatty acids, where Art Hyde, 
vice-president and director of re- 
search, says that a sales volume 
of $50,000,000 to $100,000,000 in 
10 years would not surprise him 
too much. At the same time, the 
company will expand its opera- 
tions with grain by-products, con- 
centrates and derivatives, includ- 
ing especially wheat starch, wheat 
glutinate and similar products. 


Makes Industrial Moves 


4. Expand its mechanical divi- 
sion not only along appliance 
lines, but in industrial directions, 
especially the production of pack- 

(Continued on Page 54) 
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2 
WOR Promotes Blake 


Robert Blake has been named 
publicity director of Station WOR, 
New York, to succeed Dick Pack, 
who recently resigned to join Sta- 
tion WNEW, New York. Assistant 
publicity director until his ap- 
pointment, Mr. Blake has been 
with WOR since 1940, with time 
out for war service. 


G-E Promotes Owen 


Murray H. Owen, manager of 
sales of the York wire and cable 
section, has been appointed man- 
ager of sales of the wire and cable 
division of General Electric Com- 
pany, Bridgeport, Conn., succeed- 
ing A. E. Newman, who has re- 
tired. Mr. Owen will also con- 
tinue with his old duties. 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S*RUBBER CEMENT CO. 
314.N. Michigan Ave. © Cen. 3373, Chicago 1 


Denny Leaves 
Post to Become 


NBC Executive 


New YorxK—Charles R. Denny 
Jr., chairman of the Federal Com- 
munications Commission, has ac- 
cepted the position of vice-presi- 
dent and general counsel of the 
National Broad- 
casting Com- 
pany. 

Mr. Denny’s 
resignation from 
FCC, made pub- 
lic by President 
Truman, had 
been rumored 
for some. time, 
but no confirma- 
tion was forth- 
coming from him 
or network offi- 
cials here until the formal an- 
nouncement in Washington. 

NBC’s newest vice - president 
will take over his office here about 
Nov. 15 after a brief vacation. 


C. R. Denny Jr. 


Mr. Denny joined FCC as as- 
sistant general counsel in 1942 and 
was made general counsel shortly 
afterwards. Early in 1945 he be- 
came a member of the commission 
and was elevated to the chair- 
manship the following year. His 
career in government service dates 
back to 1938 when he left private 
law practice for a post in the 
lands division of the Department 
of Justice. 

In addition to his legal duties 
at NBC, Mr. Denny will be a 
member of the network’s policy 
committee. 


Reprints Ad Series 

“Merchandising as a Career— 
from Trainee to McKesson Mer- 
chandiser,” is the title of a book- 
let issued by McKesson & Rob- 
bins, Inc., New York. The booklet 
contains reprints of a series of 
institutional ads published during 
the past year in 22 local and re- 
gional pharmaceutical publica- 
tions, to emphasize the company’s 
policy of service to retail drug- 
gists by thorough training of the 
men who contact them. 


McAvoy Calls for 
Some Real Selling 
of ABC Services 


Cuicaco—Add some showman- 
ship to the Audit Bureau of Cir- 
culations, Newman F. McAvoy, 
media director of Newell-Emmett 
Company, New York, told the 33rd 
annual meeting here last week. 

Concerned because the bureau’s 
services seem to be taken more 
and more for granted, Mr. Mc- 
Avoy suggested that ABC run con- 
tests in which prizes would be 
awarded for the best story on how 
a media buyer used ABC data to 
arrive at a choice between two 
magazines. 

Because the bureau today is 
competing with dramatized pres- 
entations of readership studies, 
Mr. McAvoy declared that the 
group must do a selling job among 


BASIC REASON. 


“Progressive Grocer, in my opinion, is extremely 
helpful to food store operators and their employes. 
From the reading of every issue, | am convinced that 
your various articles are a basic reason for the im- 
proved merchandising and displays generally in the 


food industry.” 


for improved merchandising 


W. H. ALBERS, President 
Albers Super Markets, Inc. 
Cincinnati, Ohio 


Food Merchants — like everyone else — want to do more 
business. And The Progressive Grocer helps them. Many 
say it is their merchandising manual. Others call it their 
reference book ... an operating handbook. 


Month after month it brings retailers sound merchandising and 
management information they can take and use in their own 
operations. It is the one publication of large circulation in the 
food trade where they can get so much “how to do it” informa- 
tion. That's why so many responsible people in big food markets 
are regular readers — and users — of every issue. 


The 66,533 stores that get The Progressive Grocer averaged 
$120,000 last year — compared to less than $20,000 for the 


rest of the independents 


and local chains. They did over 


$7,890,000,000 — fifty-five per cent of the volume of the 
380,000 independent and local chain food stores in the U. S. 


In addition, The Progressive Grocer goes across the whole 
food field — at the top. It covers 5,114 wholesale buyers and 
executives; 1,365 buying executives in national and sectional 
chains, and 1,184 food brokers specializing in branded and 
packaged merchandise — a total of 74,196 key merchants who 
sell or directly influence the sale of 90% of the volume of 


grocery and combination stores. 


No wonder advertisers use more pages and invest more 
advertising dollars in The Progressive Grocer than in any 
other food trade publication. It gets top readership — and 
use — by the top merchants. It makes sales — where the 


bulk of the sales are made. 


where the best merchants in the food trade get their best selling information. 


Harold Levy 

Flagstaff Foods 
Sponsors of 

United Service Grocers 
Perth Amboy, N. J. 


John W. Neff 
Neff’s Super-Market 
Watseka, Illinois 


“a ee 


Be The PROGRESSIVE GROCER 


National magazine of the food trade 
New York - Chicago - San Francisco - Los Angeles 


G. E. Scofield, Advertising Manager 
. P. Lau Co., 
Lincoln, Nebraska 
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publishers and new men in ad- 
vertising. He cited a number of 
outstanding media presentations 
which were based on ABC ma- 
terial as examples of the type of 
merchandising which must kc 
done. 

Panel discussions were sug- 
tending the use of ABC data. Pub- 
lishers, advertisers and agencies 
in major advertising centers would 
be invited to attend, under Mr. 
McAvoy’s proposal. 


Membership Rising 


“It seems to me,” he said, “that 
the ABC must do some competi- 
tive selling to point out that read- 
ership studies may be a tremen- 
dously helpful supplement.” Maga- 
zines will cooperate, he observed, 
because should readership studies 
ever be advocated as a substitute, 
the question of ad costs will really 
become a target. 

In the annual president’s report, 
P. L. Thomson cited the 241 in- 
crease in membership as con- 
tributing to an all-time high in 
the volume of ABC operations. 


The total membership is now 3,101. 
The bureau made 2,185 audits this 
year, he said, and it released 2,295, 
an increase of 281. 

New developments during the 
year mentioned by Mr. Thomson 
included a proposed new em- 
ployes’ savings and _ retirement 
plan, and the preparation of a 
new ABC book and teacher ma- 
terial for the use of students and 
instructors in journalism, adver- 
tising and adclub courses. The 
material will trace the growth, 
importance and use of the bureau’s 
services. 

In addition, a presentation of 
the principles and practice of the 
bureau has been prepared for use 
before adclubs and other groups. 


Reject Board Expansion 


The suggestion was made that 
publishers’ representatives ought 
to be declared eligible for 
some sort of associate member- 
ship, and was discussed by the 
members. A_ previous recom- 
mendation for an expanded board 
of directors to include a rep- 
resentative of the weekly news- 
papers was rejected by the board. 

As an important achievement 
of the past year, Mr. Thomson 
pointed to the completion of the 
business paper occupational break- 
down. While it is qualitative in- 
formation, it provides revealing 
data. “Circulation volume in itself 
has little significance,” he said. 
“It has value only when directed 
to the industry or industries which 
the advertiser desires to reach and 
to the men engaged therein.” 

The program for selling the 
American economic system to the 
public, developed jointly by the 
ANA and Four A’s, was described 
by Don Belding, chairman of the 
board of Foote, Cone & Belding at 
a luncheon meeting. 


For over 59 years 
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THE MARTIN CANTINE COMPANY 
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TOP—The INSTITUTIONS 
Magazine campaign in- 
dicated was based on 
contest to promote effi- 
ciency, sanitation and 


improved facilities of all 
Yih types of institutions. 
CENTER—The DOMESTIC EN- 
| GINEERING project repre- 
sented has been a vital 
factor in keeping prices 


down, keeping production 
up and stimulating sales. 


BOTTOM—This DOMESTIC ENGI- 
NEERING EFFORT is part of a 
continuing program to produce 
maximum readability, reader 
interest and attractiveness for 
every page of every issue. 


by the Publishers of 


DOMESTIC ENGINEERING 


and 


INSTITUTIONS MAGAZINE 


of a 
—_ \ \ Produce Prize-Winning Results for Advertisers 


and Readers 


SEE NEXT _ 


PAGES 
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Three more awards have been received by DOMESTIC 
ENGINEERING PUBLICATIONS. During the past seven 
years DOMESTIC ENGINEERING editorial programs 
have been signally honored by our nation’s top-flight judges of 
editorial excellence. 


Why do we call attention to these achievements? First, because 
they are of definite significance not only to our advertisers but 
to every manufacturer whose products have an application to the 
fields served by DOMESTIC ENGINEERING PUBLICA- 
TIONS. For, behind all of the editorial projects of these publi- 
cations there is organization, teamwork, balance and attention to 
long range objectives. Not only are these the ingredients of prize 
winning editorial programs, they are prime requisites which must 
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be provided by a publication if the advertising carried in it is to 
be of greatest possible benefit to readers and advertisers alike. 


This year’s awards signify a consistent, year-after-year effort 
plus a constantly broadening base of editorial service. The prize 
winning achievements of past years have become the basis for 
greater and more noteworthy accomplishments of succeeding 
years. This has been demonstrated by the growing intensity of 
the competition for these prizes. Over 660 entries were registered 
in this year’s contest. 


We call attention to these awards because we feel a glow of 
what may be called justifiable pride that our efforts, originally 
launched as a routine service for our industry, should be held up 
for such outstanding recognition among all business publications. 


CONSULT YOUR 
ADVERTISING 
AGENCY 


ABOUT THESE 
PUBLICATIONS 
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Nine times from 1939 to 1947, as represented by the plaques shown above, honors have come to DOMESTIC 
ENGINEERING PUBLICATIONS. The three plaques reproduced immediately above represent the three awards re- 
ceived in 1947. Rarely has an honor so great been bestowed on one organization .. . seldom has such a degree of consistency 


been approached .. . in these competitions in which hundreds of business papers participate. 


1900 PRAIRIE AVE. CHICAGO 16, IL 


Domestic Engineering * Domestic Engineering Catalog Directory 
Institutions Magazine Institutions Catalog Directory 
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Benton Rejoins 
Britannica as 
Board Chairman 


New York — William Benton, 
who resigned Oct. 1 as Assistant 
Secretary of State for Public Af- 
fairs, has returned to Encyclo- 
paedia Britannica as chairman of 
the board of directors. He will 
have his business headquarters in 
Britannica’s offices here. 

Mr. Benton has also been elected 
chairman of the board of Ency- 
clopaedia Britannica Films, Inc., a 
subsidiary company. E. H. Powell, 
Britannica’s president and a direc- 
tor of Britannica and the film com- 


VERN STOCK CUTS 


~ 
Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
aSan Francisco 5, California 


pany, has resigned as _ acting 
chairman of the subsidiary. 

Mr. Benton announced he will 
also maintain offices in the State 
Department and serve as a special 
consultant to it on the United 
Nations Educational, Scientific and 
Cultural Organization. 

The former partner of Benton & 
Bowles resigned from Britannica 
and as vice-president of the Uni- 
versity of Chicago in 1945 to enter 
State Department service as head 
of the overseas educational pro- 
gram. He _ acquired _ stock of 
Britannica in 1943 from Sears, 
Roebuck & Co. 

Encyclopaedia Britannica dis- 
closed its expansion into the me- 
dium-price publication field last 
week, with K. M. Harden, a vet- 
eran in publication sales, named 
to head its new general subscrip- 
tion book department. Mr. Har- 
den, formerly associated with 
P. F. Collier & Son, Butterick Pub- 
lishing Company and Macfadden 
Publications, will report directly 
to L. C. Schoenewald, vice-presi- 


Pare (Re Ser 


dent in charge of sales. 

The new department, with a 
field selling force of 1,000, will 
handle direct - to -consumer sales 
of new Britannica publications, 
as well as books produced by 
other firms. The books will be 
sold on payment plans as low as 
$3 to $5 a month. 


7-Up Uses Color Spread 


Seven-Up Company, St. Louis, 
will use a color spread in the Oct. 
27 issue of Life, featuring its 
“fresh up” family theme, which 
will be merchandised through tie- 
in displays at point of sale. Page 
ads, featuring a giant 7-Up bottle, 
will appear in the November Col- 
lier’s and The Saturday Evening 
Post and will be continued at in- 
tervals. 


Issues Recipe Booklet 


Seaboard Packing Company, 
Lubec, Me., producer of Neptune 
brand and Sea Lion brand sar- 
dines, has issued a recipe book- 
let containing 58 different ways to 
serve sardines. 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 


published February 9, 1947 


‘> Years Will See 
Most AM Stations 
Out of Business’ 


Cuicaco — “The only standard 
broadcasters who will still be in 
businéss five years from now will 
own 50,000-watt or more, clear 
channel stations,” Judge Roy Hof- 
heinz, president of Stations KTHT 
and KOPY, Houston, told a con- 
ference here last week. 

“There is no question,” he said, 
“that FM will replace AM radio, 
but not until frequency modula- 
tion has the listeners.” Speaking 
at a meeting preliminary to the 
WGNB forum on FM broadcasting 
for radio distributors and dealers 
in the Chicago area, Judge Hof- 
heinz expressed his optimism re- 
garding a bright future for FM. 

The “all business is local” idea 
may in time become the central 
sales argument for the new in- 
dustry, he declared. “The FM 
signal in a given trading area is 
constant, night and day. It is a 
very salable commodity, for the 
station needs no complicated dual 
coverage area maps and argu- 
ments.” Advertisers and agencies, 
the judge said, “will be interested 
in a medium which offers the 
same coverage at all hours.” 

FM is an additional service, 
Judge Hofheinz insisted. “If we 
were permitted to duplicate all 
AM programs on our station, we 
probably would not do so. When 
there is competition in the newer 
system, real programming will de- 
velop, with some duplication, and 
‘many additional public service 
features.” 


Listenership is Vital 


Dr. W. R. G. Baker, vice-presi- 
dent of General Electric Company, 
|declared that the easiest way to 
|build listenership is to duplicate 
‘AM shows. It is impossible, he 
said, to separate the stations, pro- 
gramming and listeners. Without 
| the listeners, FM can’t be expected 
'to develop very quickly. 
| When asked whether prices on 
'FM receivers could be expected 
'to drop, Dr. Baker replied that 
| there is no question but what a 
|low-price set can be built. How- 
|ever, he said that introduction of 
‘such a set might degrade the in- 
‘dustry in the eyes of consumers 
since they have come to expect 
such vast improvement in recep- 
tion via FM. “Table models can’t 


Advertising Age, October 20, 1947 


give the performance of consoles,” 
he said. 

“Never before’ in_ history,” 
Major E. H. Armstrong, inventor 
of FM, told the group, “has any 
invention so vital to the public 
interest been ignored and brushed 
aside so long.” 

Major Armstrong had previ- 
ously hied a brief with the FCC 
charging that the commission “an 
RCA retarded the growth of F 
broadcasting. He charged 
with conducting a campai 


ing inquiries about the new b 
casting method. FCC was saiff 
have given FM poor freque 
initially, and to have made! 
cisions inimicable to FM adva 
ment. 


Could Have 5,000 Stations * 


a 

Commenting on FM prospegts, 
Dr. Armstrong said that with the 
bands as they are today, it is pos- 
sible to have from 3 to 5,000 sta- 
tions on the air at the same time, 
This diversity, he said, and {the 
possibility of four, five or more 
networks, means that there will 
be many more different types of 
programs available. b- 

“From now on,” he obseryed, 
“FM is coasting downhill. While 
the coverage of each station; on 
the new FM bands is only about 
two-thirds that of the old, the 
stations can give excellent service” 
and boast of advantages over 
standard broadcasters. 

Prospects for New York-Chi- 
cago and Chicago-Los Angeles net- 
works probably will rest until the 
stations have the money for co- 
axial cables or relay stations. As 
it is now, Dr. Armstrong feels, 
there are not enough large sta- 
tions between the cities to relay 
programs through rebroadcast, as 
is being done in the East. 


Three Join Meredith 


John Hamilton Bell, formerly 
salesman for National Cash Reg- 
ister, Clifford R. Schaible, for- 
merly sales promotion manager of 
the motor truck division of Inter- 
national Harvester Company, and 
Robert M. Harrison, previously in 
the public relations department of 
Westinghouse Electric Corpora- 
tion, have joined the advertising 
space sales staff of Successful 
Farming, published by Meredith 
Publishing Company, Des Moines. 
Mr. Harrison and Mr. Bell will 
work out of the New York office 
and Mr. Schaible, from the home 
office in Des Moines. 


Could be, that many 


advantages to them. 


factual market folder. 
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THE FARGO FORUM 


Published Morning, Evening and Sunday 


FARGO, NORTH DAKOTA 


NEVER HEARD OF YOUR PRODUCT? 


of the good folks in 


North Dakota and Northwestern Minnesota 
have never heard of your product, never seen 
a picture of it, know little about its uses and 


More than 45,000 Daily and Sunday Fargo 
Forum subscribers, make a profitable audience 
. . » been reading it since 1878 . . .Write for 


TA. MEANS BUSINESS 


Representatives, 
Kelly-Smith Company 
Affiliated with Radio Station 
WDAY. 


Members: Audit Bureau of Circulations, Northwest Daily Press Assn. 
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When type faces pose for portraits by 
the engraver’s camera observe how 
their temperaments vary. Some favor 


.Others are 


reverse Color [ some don | IR 


sensitive about ware ¢ or hairlines! 


With firm serifs, @(Gt pita seneeme 
will be successful . .2f ae they @ are ae 
to go mushy. Screen” tests show SANS- 


SERIFS photogenic for medium sizes 


PHOTO BY GEORGE MILLER amu 


ip This advertisement 

was designed, and the text at right was written by 
E. Willis Jones as a primer of type reproduction. 
At C, M & H we recognize that type is part 

of the picture, and we give the same expert care 


to reproducing type values that we devote 


to subtleties of pen, brush, and camera. 
| Another reason why advertisers and agencies 
| from coast to coast send their copy, 


| for finest reproduction, to 


BE gn eg ie 


es OLE EE LE BEE OE, | ee ee 


| Larger sizes of serifed faces are safe | 
Most types respond to use of shears 


and paste. They'll wave and they will 


wabble.. they'll even jitter or caneek 


As to proper use of types with art.. 


QS contrast them or Qt blend 


them according to taste or purpose. 


Collins, , Miller & Hut shings x Chicago Photoengravers 
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Printers Oppose 
Cut in Discounts 


New YorK—The Printing In- 
dustry of America, 


will take vigorous action to re- 
store commercial discounts re- 
cently eliminated or reduced by 
the paper industry, 

Raymond Blattenberger of Ed- 
representing | ward Stern & Co., Philadelphia, 


the nation’s commercial printers,| will head a committee to confer 


MONTREAL «+ 


GIBBONS 
J. J. 


KNOWS CANADA 


GIBBONS LTD. aovertisine « 


OFFICES 200 BAY STREET TORONTO 
WINNIPEG « REGINA 


+ CALGARY «¢ EDMONTON «+ VANCOUVER 


with paper makers and mer- 
chants. 

Donald L. Boyd, Huntington, 
W. Va., recently elected president 
of PIA, said that on or about Sept. 
1, printers in the New York area 
received formal notice from each 
of the paper merchants with 
whom they deal, informing them 
that forthwith the customary 2% 
discount was being cut to 1%. 
Similar complaints have been re- 
ceived from other areas, he added. 


Mr. Blattenberger and his com- 


mittee will request meetings with 
the National Paper Trades Asso- 
ciation and other groups. 


Flynn Agency Moves 


Edward J. Flynn,. public rela- 
tions agency, has moved his office 
from 1523 Hudson Ave. to 1585 
Crossroads of the World, Los An- 
geles 28. The agency has added 
the following accounts: Olde Pep- 
per Mill Shoppe, Council on 
Atomic Implications, and John 
Gleason Mfg. Corporation. 


OVER 1,000,000 ALERT, NEWSMINDED 
FAMILIES READ PATHFINDER TODAY 


FARM JOURNAL, INC., 
also publishers of FARM JOURNAL 


GRAHAM PATTERSON, President 


They're Alike | 


WHETHER THEY LOOK OUT FROM 
THE SECOND STORY ...OR THE FIFTY-SECOND 


The same level of thinking—the same know- 
how and get-it-done—the same awareness of 
what is going on in the world—are found today 
in the minds of outstanding people from coast 
to coast, in cities and towns of every size. 

One unfailing guide to people of this calibre 
is their readership of news magazines. 

More than a million of all the families who 
take news magazines depend on Pathfinder 
today for sane, salty, human reports of the 
news. Pathfinder’s circulation has more than 
doubled in two years. 

Pathfinder is a direct approach to such 
people in the important Main Street towns 
—the trading centers for some of America’s 


—BIGGEST in the country 


richest communities where more than half the 
nation’s retail buying power is found. 
Yourown dealers and distributors will verify, 
as many others have done, that Pathfinder 
readers are the worthwhile people in these 
important towns—people who are outstand- 
ing in home ownership, income, and com- 


munity activities. 


To tell your story to top-level people right 
across America, you'll want to tell it to 
Pathfinder’s million families. For full particu- 
lars just phone or drop us a line, at Washington 
Square, Philadelphia—or at our offices in New 
York, Chicago, Detroit, Cleveland, or Los 


Angeles. 


Advertising Age, October 20, 1947 


Eversharp Offers 
New Jackpot— 
House and Lot 


New YorkK—Eversharp has the 
answer to the housing shortage— 
for one person at least. 

Come Christmas Eve some lucky 
person—who convinces the com- 
pany in 25 words or less that he 
likes “Eversharp Schick Injector 
razor .best”—will receive $15,000 
for a new house. 

Announcement of the contest, 
which starts Nov. 10 and closes 
midnight, Dec. 13, will be made on 
“Take It or Leave It” aired via 
NBC Sunday night. Prize winners’ 
names will be made public on 
ABC’s Henry Morgan show Dec. 
24. The contest will be plugged 
on both these Eversharp shows 
up until the deadline. 

This nationwide competition 
also will be promoted in maga- 
zines. Full-page advertisements, 
through Biow Conipany, will ap- 
pear in The American Weekly, 
Life and The Saturday Evening 
Post. Cartoon followers will be 
alerted for the contest through 
comics of the Metropolitan Group. 
Newspaper copy also may be used, 
but nothing definite has been de- 
cided on this as yet. 


Additional Prizes 


For those who miss out on the 
house, which also carries with it 
a $2,500 cash allotment to purchase 
the ground, there are 1,000 con- 
solation prizes valued at $25,000. 

The runnerup will be awarded 
a Buick convertible. Third prize 
is a $4,000 I. J. Fox mink coat, 
and fourth prize is a $450 RCA 
television set. Then follows a 
long list of other awards, includ- 
ing four B. F. Goodrich tires, 100 
Waltham watches, 100 RCA Victor 
table model radios, 400 Kimberly 
pens by Eversharp and 300 
Streamliter cigaret lighters. 

To indicate that he should know 
whereof he speaks when praising 
Eversharp Schick Injector razor 
or Eversharp Women’s Fashion 
razor, each entrant must show 
evidence of a purchase of the 
product. The printed instruction 
sheet accompanying the razor is 
suggested. 


Renames Apple Juice 


New West apple juice, made by 
Charbonneau Packing Corpora- 
tion, Yakima, Wash., will soon be 
out under a new name, Tree Top 
apple juice, and a new label. The 
new name will be promoted in 
color pages in Sunday newspapers 
on the Coast, weekly food-day ads 
in major western newspapers, in 
regional magazines and on display 
material. Ruthrauff & Ryan, Se- 
attle, is the agency. 


Forms Research Firm 


James E. Jump & Associates, 
sales research organization, has 
been formed at 154 W. 55th St., 
New York, by Mr. Jump. This 
organization is an outgrowth of 
the research activities of Market 
Research & Advertising, Inc., 
where Mr. Jump was vice-presi- 
dent in charge of research. 


advertising 
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CHAIN STORE AGE 


VARIETY STORE 
EDITIONS 
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DORSEY 


RECORDS 
ON SALE TODAY 


PICTORIAL REVIEW SWINGS RECORD 
PROMOTION FOR VICTOR RECORDS! 


IT’S ONLY NATURAL, SINCE 


Nowhere Else does the magnetism 
of local entertainment news draw people 


to your advertising 


Nowhere Else can you sponsor such 


a star-studded cast of writers and artists 


Nowhere Else can you pick your 
markets—from 1 to 10—exactly as 
you like 
Nowhere Else is advertising so rig- 
idly limited to assure you spotlight 
visibility 


A HEARST PUBLICATION REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


From Teen-agers to Dodderers, Pictorial 
Review swings the power for record- 
breaking promotions. Here’s the proof. 


United Artists advertised ‘'The Fabulous 
Dorseys’’ coast to coast in Pictorial 
Review. In Pittsburg, Pa., Hamburg 
Bros., one of America’s foremost ap- 
pliance distributors, ran a tie-in ad on 
Tommy Dorsey records by R.C.A. Vic- 
tor. Results? 


ue @ 


IN 6,500,000 HOMES 


Let Hamburg Brothers take it from. 


here — 


“To my mind, this ad was one of the 
most successful in our entire series run 
todate...In fact, we had acomplete sell- 
out on Monday, although we looked 
forward to a week-long promotion”’, 


There’s the proof! If you want to swing 
a “record” promotion... Pictorial 
Review swings the selling power in 10 
major market areas in the country! 


FROM COAST TO COAST 


i 
view 
a 


covering 10 major markets through the Sunday issues of 


New York Journal-American 
Baltimore American 
Pittsburgh Sun-Telegraph 


Detroit Times 
Chicago Herald-American 
*Milwaukee Sentinel 


Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-Intelligencer 


Boston Advertiser 
(*Milwaukee Sentinel represented for Pictorial Review only) 
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Presents the Most 


Responsive Audience of 
Men Available Today... 
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MOST of the important 


men in America are sports- 
men...and more of them 
read SPORTS AFIELD 
than any other sportsmen’s 


magazine. 


PE 
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Ee eum nian 
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*A sportsman with an appreciation of the finer 
things of life—and the leisure and means’ to 
enjoy them. 

For instance, a recent survey shows that 
Spend-o-crats travel 36% farther—one of the 
reasons why every plane in Eastern’s Great 
Silver Fleet carries a current issue of SPORTS 
AFIELD Magazine. 
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Economic Education for All 


There is cause for considerable 
congratulation to the joint com- 
mittee of the Association of Na- 
tional Advertisers and the Ameri- 
can Association of Advertising 
Agencies for the program aimed 
at improving public understand- 
ing of the economi system which 
was unveiled at the ANA meeting 
in Atlantic City. 

Although it is still not complete, 
it looks like a very good program, 
well conceived and well executed. 
We believe it can do a tremendous 
amount of good, if all of it is taken 
seriously, and if it is implemented 
as a complete and integrated ac- 
tivity. 

What. we are trying to say was 
said much better at the ANA 
meeting by Bryan Houston of 
Pepsi-Cola Company, who re- 
minded his audience that, after 
all, “public relations is at least 
80% what you do, and not more 
than 20% what you say.” It was 
said, too, by Cyrus Ching, famed 
labor authority, who said bluntly 
that you can’t convince every- 
body that the system is fine if you 
insist on decrying and abusing 
government constantly and with- 
out reason. 

The people who worked so hard, 
so long and so well on the joint 
committee knew these things; they 
put together a program which is 
supposed to make sense not only 
to management, but to labor, gov- 
ernment and the public as well. 
We believe it will succeed, if those 
who implement the program know 
the facts of life. 


We believe, equally, that this 
program, or any program, is fore- 
doomed to failure if those who use 
it visualize it only as a means of 
convincing the other fellow—in 
this case labor—that he has been 
an idiot, a dolt and un-American 
all along. 

If the program is to do as much 
as it can, potentially, to bring uni- 
fied understanding of and support 
for the basic American system of 
free competitive enterprise, all 
groups involved must start by 
taking a searching look at the 
motes in their own eyes. Sincere 
self-analysis, on the part of man- 
agement as well as labor, is essen- 
tial. And the self-analysis must 
be followed by prompt corrective 
action. Otherwise we shall have 
another talk-fest, another mean- 
ingless orgy of high-minded ora- 
tory, with results which can very 
easily add up to a minus quantity. 

That is why we urge upon 
everyone the most serious atten- 
tion to part one of the projected 
program. Less spectacular and 
less exciting than the national ad- 
vertising which forms the basis of 
part two of the program, part one 
calls for action at the essential 
level: within each individual busi- 
ness organization. And it starts, 
as it should, with a searching self- 
analysis for management. 

There can be no doubt that Mr. 
Houston’s assessment of public re- 
lations as 80% what you do, and 
only 20% what you say, is accur- 
ate. In this area particularly, talk 
alone is not enough. 


Watch Credit Practices 


Some months ago we warned of 
the dangers of too-easy credit pol- 
icies in an economy which is 
still unable to satisfy its basic 
wants. With the end of federal 
credit regulations now only ten 
days off, a further warning on this 
explosive subject seems called for. 

Despite all of the fine showings 
the economy has made thus far, it 
is in a highly unstable, delicate 
situation. Under existing condi- 
tions, unwise cempetition in credit 
can be extremely dangerous, and 
can make any leveling off process 
infinitely more painful than it 
might otherwise be. 

Most ‘manufacturers know this 
to be true, and so do most retail- 
ers. But in an unfortunately large 
number of cases, it becomes 
evident that immediate competi- 
tive advantage will govern ac- 
tions, rather than any considera- 


tion of the general welfare, or 
even of fairly long range indi- 
vidual welfare. 

Since we are talking of credit to 
consumers, many manufacturers 
and wholesalers believe that the 
subject is beyond their control, 
and almost beyond their interest. 
Consumer credit terms are estab- 
lished principally by retailers, and 
they have no direct effect on man- 
ufacturers or wholesalers. Yet it 
seems to us extremely important 
for both manufacturers and whole- 
salers to keep a very careful watch 
on consumer credit policies, and 
to make their own opinions and 
conclusions known, forcefully if 
necessary, to both their distribu- 
tors and their dealers. Otherwise 
we may be in for another period 
of uncontrolled consumer credit, 
leading to conditions which no one 
likes to contemplate. 
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"I said maybe this station does need a livewire disc jockey, but how come you 
left your last job?" 


No Offense 


Without any offense to its emi- 
nent members, we have reluctantly 
decided not to join the Aqua Velva 
After-Shave Club. 

For months now we have been 
chivvied in every conceivable me- 


‘dium to put our name on the ros- 


ter with Albert Spalding, Brig. 
Gen. J. J. Bradley, Maj. G. F. 
Eliot, Lauritz Melchior, Louis 
Bromfield, Burgess Meredith and 
George Biddle. 

While it has a certain snob ap- 
peal, a friend of ours tells us that 
when he cuts down his member- 
ships, the After-Shave Club will 
be the first to go. 

We had been ignoring its invita- 
tions right along, until we noticed 
an ad in The New Yorker which 
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pictured a few of the members 
and said, “Step into this picture 
—over there, right behind Mr. 
Melchior.” Listen, we’ve seen 
Melchior, and we know how much 
of us would show if he’s in front. 
If Aqua-Velva doesn’t really want 
us, but is just sending out a form 
invitation, let them say so, and 
none of this beating around the 
tenor. 


Pan-Am’s Nifty 

We don’t believe in slipping the 
blinders on the working press, but 
when it’s done artistically, it’s 
worth mentioning. When London 
newspapers blazed forth with the 
news that a certain George Lyon, 
“an American business man,” had 
flown from New York to London 
in a new Pan American sleeper 
flight in the hope that the roar 
of the engines might cure his in- 
somnia, a few suspicious charac- 


ters thought they remembered 
having heard the name “George 
Lyon” before. 

And so they had; Lyon was a 
veteran newsman (New York 
World-Telegram, PM), and his 
glistening dome was a familiar 
sight in OWI when he was one of 
Elmer Davis’ domestic assistants. 

And what had he been doing 
since the war? Why, working for 
an airline. And what airline? Pan 
American, natch. 


Ah, but Character 


We are indebted to the Artists 
League of America for selecting 
the 10 most interesting faces in 
America, with the note that 
“beauty is never the test of an 
interesting face.” The 10 faces: 
Henry J. Kaiser, Gen. Omar Brad- 
ley, Sinclair Lewis, Kate Smith, 
Eleanor Roosevelt, Howard 
Hughes, Percy Faith, Ethel Bar- 
rymore, Joe Di Maggio, Danny 
Kaye. 

We will spare you the league’s 
reasons, which are couched in that 
elegant and illegible patois which 
distinguishes art critics’ writing. 
For example, Di Maggio: ‘“Elon- 
gated and simplified characteris- 
tics lend his face to the medium 
of sculpture and are reminiscent 
of Modigliani’s paintings.” 

We admire the Yankee Clipper, 
whom we have thought a peerless 
fielder ever since he was grazing 
in the outer pastures of the San 
Francisco Seals. But his elongated 
and simplified characteristics have 
always been subordinated to a 
rifle arm, shrewd timing and a 
fat batting average, and while 
MacPhail might lend DiMaggio’s 
face for sculpture or a testimonial, 
they probably couldn’t borrow 
one e. and s. characteristic until 
Di Maggio is through his career in 
the House that Ruth Built. And 
who was Modigliani, a catcher? 


Jottings 

When Dorland International- 
Pettingell & Fenton got around to 
sawing its name down to Dorland, 
Inc., it sent a mailing piece around 
pointing out that here was one 
case where an agency name was 
shortened... 

ATF, Inc., has a new wrinkle in 
annual reports; its financial report 
was largely written by the em- 
ployes themselves, contains the 
answers to the questions they 
themselves wanted to know about 
the company... 


Advertising Age, October 20, 1947 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 


No. 2902. ESQ. 


In this booklet, Esquire reports 
on a Daniel Starch survey made 
in men’s and department stores to 
determine the relative influence 
of consumer publications on store 
managers in the men’s apparel 
and furnishings field. 


No. 2903. Facts for Your Film 
Folder. 


An outline of the scope of its 
information and advisory service 
on all types of commercial motion 
pictures and slidefilms is con- 
tained in, this booklet, issued by 
Film Counselors. 


No. 2904. Factory Facts. 


Questions about Factory, a Mc- 
Graw-Hill publication, its mar- 
ket, readership, circulation stand- 
ards, rates and many other points 
are answered in this booklet, is- 
sued by the publication. 


No. 2905. Dun & Bradstreet Re- 
ports on the Surgical Supply 
Business. 


Surgical Business has issued this 
Dun & Bradstreet report covering 
a survey of 792 distributors of 
surgical supplies. It includes prod- 
ucts sold, sales volume by prod- 
ucts, annual sales volume, maga- 
zines reaching the market and 
other data. 


No. 2906. Hygeia Reader Survey. 


Starting with a tabulation of 
geographical distribution, this 
Hygeia report discusses the pub- 
lication’s audience, showing fam- 
ily status, age, income, home own- 
ership, occupation, etc. 


No. 2907. Promenade 1947 Mar- 
ket Study. 


Robert L. Johnson Magazines, 
Inc., has issued this study of the 
Promenade market, showing how 
it covers and sells the market and 
giving supplementary data about 
the 14 hotels through which Prom- 
enade is distributed. 


No. 2897. Survey Report on For- 
eign Service. 


Foreign Service, the official pub- 
lication of the Veterans of Foreign 
Wars, has issued this 1947 Daniel 
Starch survey report. The analy- 
sis covers the publication’s read- 
ers—age, employment, ownership 
of homes, cars, appliances, etc.— 
and a breakdown of circulation by 
states and sections. 


the Experts. 


Kimberly-Clark Corporation has 
put its newest Levelcoat ad series, 
a quiz campaign, into booklet 
form, giving people in the adver- 
tising business a chance to test 
their word knowledge of paper 
and printing. 


No. 2882. The Fort Wayne Mar- 
ket. 

The Fort Wayne News-Sentinel 
has issued this folder containing a 
map of the city’s retail trading 
area, tabulated market data and a 
map showing population based on 
purchasing power as indicated by 
monthly rentals. 


No. 2885. Grit Copy Testing Plan. 

How Grit’s copy testing plan 
works is explained in this folder, 
which illustrates the use of test 


copy and lists the cost of repre- 
| sentative units of space. 


No. 2849. 24 More Ways to Stump. 
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Ist 8 MONTHS 
1937 


CIRCULATION: 
NOW IN ITS 14TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


DAILY...OVER 700,000 


SUNDAY...OVER 


Ist 8 MONTHS 
1947 


Your research department will confirm it... today’s most 
important marketing factor is change. Shifts of buying power 
... population trends... all prove how vital it is that you 
know TODAY ’S figures. Particularly in Philadelphia, where 
THE INQUIRER has proved itself the unquestioned leader 

in PRODUCTIVITY for advertisers. 
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Plastic Bowl 
Premium Boosts 
Spur Cola Sales 


New Yorx—Canada Dry Ginger 
Ale, Inc., plans to extend to ad- 
ditional markets a self-liquidating 
premium offer it introduced last 
month via radio spots, newspaper 
advertising and counter displays, 
to stimulate sales of Spur cola. 

The offer, made initially by 40 
Canada Dry licensed bottlers, fea- 
tured a plastic kitchen bowl in 
combination with a six-bottle car- 
ton of Spur. Ad copy played up 
the combination as an 89-cent 
walue for 53 cents. 

Within three weeks, company 
officials said, the original supply 
of 20,000 bowls was gone and 25% 
of the bottlers had reordered, rais- 
ing total shipments to 43,000. “We 
can’t be sure how many of these 
carton sales were to new custom- 
ers,” said J. X. Kennelly, assist- 
ant ad manager at Canada Dry, 
“but we do believe that all of 


_. that’s what moves 
products advertised in 


quickly responds to advertising 
appearing in SHOPPING NEWS 
—the twice-a-week home-de- 


livered buying guide 3 oe 
homemakers. 


Appeal to these Pi aes 
“chasing agents in the able-to-buy 
areas of Cleveland —stage your 
product 


$309 HAMILTON 
curvevano 14, at 


JAMES A. COVENEY COMPANY 
501 FIFTH AVE. - NEW YORK 17, N.Y. 
Chicago + Boston + St. Louis: 


these 43,000 are extra sales—sales 
we wouldn’t have made without 
the premium.” 

Spur’s makers sought the extra 
customers as a result of stepped- 
up production, made possible by 
sugar decontrol last July. 

J. M. Mathes, Inc., is the Spur 
agency. 


Plans Newsletter 


Business Magazines, Inc., New 
York, starting the latter part of 


this month will issue a weekly 
newsletter entitled “Magazine In- 
dustry Newsletter.” Roy Quinlan, 
former editor and publisher of 
Magazine World, will be editor. 
The subscription price will be $25 
per year. 


Gets Seed Account 


Peter Henderson & Co., New 
York seed company, has placed its 
advertising with E. M. Freystadt 
Associates, New York. Trade pub- 
lications, magazines, newspapers 
and radio will be used. 


ins 


BVD to Use Spot Video 


BVD Corporation, New York, 
has signed for a 52-week weather 
spot series over Paramount’s video 
stations KTLA, Los Angeles, and 
WBKB, Chicago. Grey Advertis- 
ing Agency, New York, is the 
agency. 


Fischer Quits Ad Post 


Robert E. Fischer has resigned 
as advertising director of Amco 
Sports Distributors and American 
Sporting Goods, effective Oct. 11. 


Advertising Age, October 20, 1947 
British Shift Copy 


The British government, in an 
economy move, will scale down 
the psychological ad campaigns, 
such as on the “We Work or 
Want” slogan, while maintaining 
= informative campaigns as be- 
ore. 


Names Adrien Richard 


Adrien Richard has been named 
sales manager of Consolidated 
Tanneries Ltd., Quebec, shoe 
manufacturer. 


ne mn gee 


i Parte , & it 2S bk ete an te 2 
‘teh (20. « Ma hay ieee erent. sae 2 : Bes Jus pe? 5 ; ect? ‘ ‘ 
> i. ¥ : 5 ae an oN ; he cured, 
Pi ae Ry ot ier eats aN eRe Bee eal aecre er om ; : : Adu 
pata ad my anf Sal z% eS at oes gah Cea { fe ; 
; Po : W 
ee win 
We 14 | * 3 
© | has 
ae | Mas 
ay ie | ager 
| | Rol 
ms a | ie m.. 
| LT join 
oe : ager 
tie 2 ——— ’ 
ae earl 
Aa | | 
6 
; . Po 
i ha Pit ag ; age es a a . te 
aye & pea me 6 Ae Oy ee ae Rare oe See 7 
a Se fh Pi Pe 5 ill oS Pa 
: ae pe olla 5g 
| oa LSE ll a og 
yi OPE. i NEE EE 3 
as “es rie pd Oe sok cae Mees oe 
2 me Taam E ; 
eat é oe £ 
Dee ay a a 
*. K4 ta 
. ad s £ Fete t 
hg ie ‘ & 
; . Po os ae boy FA ale 
ae wit se an ; Be SA, coe a ea oe) Sm a, ala =~ 
Ber Sea cae a SRI RB ing 08 1% iA? et 5 aA x, 1a ® 
Bees! Seg aman Ogre LP Re ES 5 gis ee ee 
' en a ' 3 te Be ae ge oe foe 
ets * CE tee So See Cae ee 5 feet i, a. ss 
ae pes RR a9 Khe x kal Sige f NC if J oo pes mts ih Sires 
ee er 1 RSE EE Ste aM on oS pies {% Ff eRe 
oe ae a ‘ i ‘ “we ha eae Mae Peo Ys E ide As F ee * 
| a pt giles Ee cl, Fe eS 
= raat a 9 ae gt. | oe ON, a ( sar 8 
ae ips eS as “SSE cee: Ps 
. TELS ae: Vide NSS 
p onete: fe +3 ne 4 “ Fae | . me Fe FF. 
ere ee sas = Se 
' na’ Jee AST a 4 eee ea ¥ og, ‘ eg Pn 
ne s SPS Bk ae Siem . wes 4 i? wis f ‘oo MER “as 
ee 4 LES Tien ete oS eae eae sa = A. cont ae a aes 
fe ime Deh rgs. * Es See oe ieee, meee. ise Sas 4 a ES 
2 Nereis cakes Ne = 8a be a3 j 
: ; PRES to RESE SO Tea i. te -* Tees oe .- z bes 
nee Hebe eeots |= Seca pees. | ia cB 
Bes aa Sues a eae oe tig es ore See pee 2% sf | 
Ss ee Tene ae ae 2 of eee Ft 
S : ites Beast As or Ser ae. t. oe Sige _ ee £ be. 2 
: ee as % ARIS tie, ge eR aoe aed = + ae 7 «Fy | 
e apa 2 Vee ya Seni ae eae 4 go is ie a4 + } 
‘ Be A Bees: Be Jamo EG | 
; : fe 4 yas ba a Sy ————— ae tg dake 
oe SR ee Fe at _ £8 s ee ge ee 
Bee eS. ee ae FE 2M seers -_ * is Ae | 
RX °, ae ea Bae Beas ee ) = , SF 2 
; ‘ hes ee: ee at aes aie ef sna Teas or ores 
- ert Pai Sa eee eS ieee Cah a a 5 ere 2 5 . aemeel oe ay | et pte 
es. 7 ee. SRA cae 3s tae Sees ge ae ae ‘dae . sie ea eS a ge te age 
Te sig «shite avin 2 ES AAR Soars, eer” 8 . Bae / A Shes goo OEE LIP et GE ree alee Bs aii 
ae oe ee Nar tari ek. TS ~ ‘ Bs ie ae ae at? AO cy sates Dee ge aie ee: Z he ae 
aha g i Fe Ga repre Cs 4 a ee a "4 y . #2 “sae eae SPSL oie q ike, pee gore MR aM. AEE, Be 
s eetag ee Bette Pe, erie ot tliat os aN “a a hee pe ds eS ¥ St”. <. hi OE. Po At Seve ot ee oo { te Sect 
ge pte eas , 2 Ma PEGE ee eS — . Sk Bee ae BF PY ig Mie Ss ls i n,n bg eR ee he ae a woo eee cate 
ee ee ti in " Pare ts Ne =o 3 i... SS Se ee hist fi e.* 0 sae gaily ts coer eater et ee Is 
: ee “i, aes eae bebe eae : ~- 2 a Mee Ree oP ” ae ha Se ig hig A Paget fee od Se, rege 8§6S et 
WF ae that ss Snes rene f° Pn NO Rls hie 2 19 i Pete Wg ne ge te Wee ee 
ro e % Re eS = eae ees eas oe Ms ase a ~ Sahat EME) Seki upg, et ee ca oh ta ie ye. 
a pee: ‘. > cones RECS noe ee re eee 0 sme © EE. ee Std ie Re es hag So ee 
2 ae ‘ites a XQ =. Ac thG ARS ve. te NN bec eee. Sats liers ‘ eee Se eee gs We ne gE oh Pe 
? . ae i ok ee Ree ks. eee a S Aree tes - es, OP OLE OS gia em i scape oO ois ste a eh 
ae ae i Loe As Se * ees me es bert C = Bh ee Page As 4 esi om Pci neh esis poe 
is spor if | _ a EAS So Dia Pye GEES AM gO ee oe 
ih Sih Pay is N 4 Ss a ahs. ‘ + ae or ee gies ca et . ’ woe ae oe ae eee inal i, ete Sat BE Se sip * Sule: ee ee 
ae Baars as ee SENS gto aa ecient. : re, Na AT he gh BS? OOo ES ME oh aie 
ue . Sein ee at  aatae EGR, I % Geiger Be Lees Pane A - 
“h ing power CNS Ne rs RP esis pgs phy os Ia re ee, Gee Koger. ioe pee Fee ee pe. 
= e | 4 fe ie ey ce See ” EEE AE RS: io et <i atal Scam Pe se Pa B Kathe Oe ae ot He a 
Eierced a ae oe Hr Fs Fg dees bs oe a ee CEO le BIE eee. a 
ees ae a ~ a Soe gh Bok veiw RA Bee iio” fk ant aber gi gs ah FE SE he ear", ‘a 
wt: : “Jae : * Be be Ifitipe a inknes iti gh Peg en a or Sei es Fe aaa sd i 
ae } ely: Sahai audi cat : Sox. sj . 0% j Pepe ge, i e ae Kees CI LO ae te  — 
34 ae 0 i's ane aaa : So f BOOMS Rae ABE: Bae: y sae! thee a tee Boies, ihe isi Se eee 
ee Ate aa oS a ne > i ee ee Pigg tion oR a er: a, » ws ENO, a aD I es ote ae ay 
: ae ss a we eee Sea BORE Seo Ser Mae oP Pee a a See 
= ss . ‘ mS, eA, later ye pee oy Se Fete tess aaa of 
; — ; . ee Ties ee ee ee x Sh! OC hag g GIES ; eg 
ie ii Pep at epee HS a # ; ee te! ee Oe os gC i EE Oe 
or i. a Sree et. >, Sk fe Tex EO See ees ae ae. Sue ee a, Fibs: 
he: a Bee ee ee Ei eae Re in, Be as oa et ees Be se Se Ea wer he a ee : Bae ck 
; Raater of lise e. . Se pee 8 See ” i a ha wee 7 oy Sana ae ee wee , me oe 
sey ee Ps lied es " seg i eae * ee Ne Ro 2. ee cee oh BG OP Lg Chee teas Let rs Ek Pr Ae, ae, Soak 
ee a ee re a i ~e pre Sy ae E OS eS So eae SRS SS es ef pit cock Seth aan Br es fs a eS (ie 
as ee te la Phere ee ee he Bis gt aries. coat SO PI Oy Ss Pat ge: Ps a 
idle wo m en 4 = an Es ‘ae ae ieee ig Bae aa By <4 BR i £35 tee Lk oe i Eee Py ee 5 eee af ‘git a ? 
i o>. a a e ss i: a ee RAR oa eee fe s pee gh i Aaah teh yi ioee ae 3 
ea ae Tn erp ol , oes oe ae rs es , SSS es Beg ies Ge: FNS Ma ei > 9S han ee bf > ee Si of gS ote 
ray ene a ; i, tae 4 PR, Bet Nig a we wa. a ig Bee sos oat Se are CEE cad BETS tt ghee ee 
: 3 a Seen Sel pee ee . ek ee ane a a ie eemeret ak ot ee MPs Gene ee ke eee bh ata 3 Aid A & : 
ae ee ; Ree et Me S “See. Bees eat be PO LenS sae ie gts Be 2a 
— ee Tene ‘ gaa” ” Stans © SE oe ae ee fo i re 8 bak Ee Mo SG we FE gal gi rg és 
toe pape : tle hd Re eit mes eae ke Le yes ¢ "tees ee eee fe 
meres Se ae ee Eat nities ic a Oe i eA eee oP ee: Era eee ae OR REALE a 
e. SMe ies Pesala ke. a eset sae PS 5 gee Ui pea FHP sf Peg gs ion 8 eI 
: “eh eae se ay oe oe, on pare of os. 7 a Oe MM BO EA BEE 2 
y NS bw 2 Be ee Sate ek : es et RE Oh Po » Bhan ae eee hip mn. ee 
. he ome ee ‘cn SY ee Py ges pe J eee Pi ns OS Ee ts IES ne Siti Pe 
Kae A Ves See fy Bree 5 Sere ae fale gona ge 
ioe ae ee BS >< Sg “Od a * ¢ ei Fg ae es Ge a a ec Sins, OOD cg 
et SNe Om. ee oe | ea Sie Peo A PER 5: <ggelne Pre Pe a 4 
ates a ey eee dar Ce | No Te ae SS Sk a oe oS ¥ ; at 2 ee 
eae a oe a ee ae Sl ie os ee od Dg sh TG EEO sh NEE : : «eee atte 
pis G : & Be ah ae was Bey z Med a eS gece paged Bx: Reg fe? Lo Sees See % Rn IF ones ; : Bt.) es 
Pere 3 Ghee x a cee) ree tate oe eee & ere Ce ee Re Pt # 3 Ne AOE ERR Bg. ‘ see Ore 
Paes Se ay SoS Es are ie oS . aes ee Aste GX nee FS ee. AE 3 “ah se etree seagerre”™ ion aa Be Sigg Ber 
Riko : aan iat: er FOR a aes Same” Yes Cre GF rae ee Eig Bes Se ae aa Wagige. 
a BON SS a ee i Mlle att, rr at Meets Pd hes Re eI eg See tes & ees See 
Pie ey eg . std ae oe BM fore > eee « Pee £o OOP ES AE tee as i eg eg mo ‘6 X 
Pale ‘ eR ES hi: eae tat ei See ae ee so Jz eG ; ei Rs GF Reo he ae Se ust Ss pee ee ioe a Vas Bite 
a Dis, “ee as =? oe 9 a i@ ee # CS ia Ss Magy oS rg até + ieee ier, ey is Es; : see Hoe ye ar ts ae ae ison, See 
pie: oo oS ee ’ _ VR Ate tes ‘ee OS, sla 5 Wy eee Re: So. eae ge eh igh Mets « op Aa ne gh ME “He , st agate 
se —— s Sa RY ae Ris Seles ee es wey = 
ect AR ee ~~ eee ee no .¢ i BEY cy Lad ae Pe Pe eke,” peak gi a Pets Fs Be ho ia ee ake ge ang ea 
rie . : wk Sk eS ‘eer ee ei Ba Mak oe! et gto hee gi ges a. Sig se ates Saar. 
Be tas re ee og eee OSL eS ieee gan Re Fe co ee ~ ee 
Rese se A RR ogc SUG” jl tee aimee (pss * ieee 
Se fae: es Site ie Bohs fae i ane og he or oe Reet oo ne 
J “ 75 fe ag Rs ee 2" eee Be PS eee (ee gee Boe POOP FSS 3 Spe 
F a 7 gS ee etd Ba ee ae 3 et Be gees ee RPS OR em, 
se. | . Be cr Bee BE cs fie oe Eo Se é Pe ge cee gee See uets A ot eget 
: Re ES," eget eS ff ak eh fi: “Shee Cee ee eel eS ase 
pee he AG SB OAR. Ga” IF, Be tes BOON Le 
2 es 2 eee Pees ee ee ae 28 Be Shes ee 2h ee ed! me ie ca ss ee gees ee 
lone Se eee oe Te oe oes ag i ae Bt rere fey <2 2 ‘PRGIES Pee Fen ad : art ital 
. ~ Sa see = > Se Na . ORE eS Pe. (3k pe ieee peames, Sf Rae hares ie Pe: BER A BC ae : ccaieaaial 
oes Ag alia ; ; <2 ete : Se ee Fl eae Fay KS Pe SB 2 Be hae he es ae See ie 
7S eee eae a Ea Sila ae Ro Bos ay ‘Aiea SNP ae tS 4 oars bee ge ey “ft 3 Fs ‘F gre A fies oo 
= ? saree ac Pht ge naeay tee peat: ean See ot gre 2 CE eet ae Se Ore ae fe tae gt LSS ae 
ae sie En ee eee Soa ; eee See oe OE eR haem ay Og Sees PM is eay 
co weet ee ee ee oe ee ig By oe <2 oa ate Bes gfe ieee Pg of the; reek & oe ie a Xo oa Pit: 
wh igi: sa Se De Pee pect igh a Se as a SSS sgh ie rae ee iS dy odes “sh ROR es des Pe te St Ft is ees 
= Prete eas Fees aie nee oe: i PE os ile aes iS ae fe aes see Sued 
a weingitiy ye Sates Geese in es RE Te ae iar £ ka Wiese oo & SS ee RE = i ee LS 
a Se = : Boy he 3S Bey tig ie: &S iv Oy te od 
a Se oS iy i eS 8 tea Sy See a renee? 
2E eS rca Se 3 ee ta e, a Rid & sm taee os, PS ee Ka Es, ae, vg oS ee: pt Sey ged 
oo zien Re ee eS bette: ™ ti Pits ss a SRE ee j At eed fs Re oa poh oes eae 
: eae j BEE pte aes oN See 5 Se: Bere e. z 2X (Ses ¥ BAR ARE Boe SRS PSG gk esis 
Ss te tis tae RRS, %e ies Pete Sree hg 8 Petre Mee i eT fed. Le 
zap v) Rens, oe OE Oe Me eos wil is << EP tote eae 
1 " ae 2 aS x ~ Se Kas PE es. ee ef: > Ae See RR A tg Eo. Geer a3 Pe ged 
= a eis: Be Se P = ie Beer ees es gi tah ke Cah oe ee, 
oni a ee hee Ge se a | APE ee feo Gs Ss 
en adi ra es Nie a ee ant i aay : ; ae eee: Fee 8 ee S¥ ek: 
= A o . ee eae eee Se * ees Pf See re sot a ee 
Bi , Cae ee ie 5 25% ae ae ee mee Be oa 2 eee ee So one ee” & 
ee ae: jak Reta 4 ayes rests ak Se "3 Sam 7 ai : hay. y ae me gee eee pe ; sg ee Ae ” BS ‘ 
a 7 eal Reha oy a ee ae BES ONS OS ey Bape Ay BS ee rn » aM Fa pfipt 
5 OTe ate eae Se ¥; Eee eS eee Soe ae pO i gs jaa Som 
Pins ‘ “Sh ian £9 RS oe a 39s lee is Meee er pee ee ae ae i. ae oy s as 
ae eens a me Si ne. eens Pa _ 8 ee 3 ES i Ma Rates a) 2, , * gare 
es ° or BE ORES Resin: wae xs cs ee “eh Pee Bo Sa hi A ; cee ee spt ef ies See ‘es 
: | ; bes ‘3 a nS ee eee eS tes ge, 5" eet * f fs ae oe oR 
(thy ee. a SS, Se oe OS eee coo. meee : a SS A 
iS ae | TS. eee: a Pw sie 
4 > pa Rie Se ee 3 $e Soe 8 Ce a RRS gk a ae , * , 
: 4 See oe ee ae So Soe 4 PaaS ; Agee - Mc a is yee Fg 
Sait ® BS Sas Bis SW oe eee Be i: ps. 3 ee ae bec eee &; ae. o P Ps ; 
a : OR ete Ring = Re ae a a 2 os: ME get os, re. : ft ee + y 
j i So ae iar coer’ So Bee is Ae vende oe ag 5 NE é 1 
ag Mes ta EAS Soe ee a wate OS ee es Wee = PP es i aa woe “i 
= oe Ss areas se & Ee, CR Sl - —e rae se 2 2 ARR sede Ai sae . NS pice e Ff x. ee ‘ tye or 
: SR TEN ete ce oe oF oa oe Ens a os OR 
‘oi : eee ee sae “Anke ae eee Et : a ee Bg ae aes, CO a-_ 
aie SRR See ey +3 ae tha AS kE ie 2 ae & Ps i Sy ag ‘7? 4 
. * ER ai oon eR NG os Meme PS or ae Re: jt ate f Sage o Mes ae 
a | ee oe oo SA eres =. Oly st f/ aes = Seog 
=e — = ee “Gee NE ee Beet fae oe te ee vs i's wee j 
ia See * 3 Sing tae ated Ses s Sersak "<i Bes. fu a ne Le pre $ > f 
Bei 4 7. # be ‘Sate WS a e \ His: ee x. 2c i fF gee kes bts 4 
es > ae Ki i nineties SS, = = uy a ES Boe es ae era fae if Bes 4 
ae en < Bae Reet 238 é ca Ame lager S tS 
are d 9 ae % te, > ee ¥ {om ee : a oY eee Pe oe 
ate | : ee x * Pr ty oye, > al meee £O EE i Se ee ce i to i . , 
aM : uw < gg ag we: 5 on an Beet © wa ig EE! pees ees 
ye soppmic wew : a <a pe =O i ae EE ae 
ee a INE Wo. eae : “es | eee ae he oa Sel os ; Pe ee £ ; ge, 
5 & Fl patti gi : ee en, 4 4 tee rs iis? «e +4 ‘ xy ee a, gy ‘ 
pe = eee Se oe crt aad ee s 4 : oe = a Se 3 POPES ge Pee eg. Sy: eee 
a ae. es Se Ee Co eh Me ——<_ . pee gy 2, Aes lige 
Pace. SP a Se ee “et Ne a ee ce Teen hy ee ats oe Ex ¢ bd ae xe ys a fee wey Z é ae ae : i 
a Ls ea rape, Seetage oe Ss - ey ie, R F me i Ss ate Sins PP st Fs <i F aaa. + * 
, ze NS ees ae A 4 ee fii pes 4 (es oe te SF Bg fe * fae ; sed +s. 4 , 
es * Cobar SA Ba ga i % iS ee ee ee es aa me * ake oe a * eae 
ae /: si eo ee , F ey me for G x ie Je ie i “ Be a Ms re BY 
: a eS F foe 4 #. idee ee te ‘ SS ae : ‘ Go SS wef 
ae - a, : Ns ee 2 Aged % Bare) oe LE Gee z ; oS, a in Be ete 
* fe P : as ~ aa sf 3 te & & ee iP gig @e.* 3 # # : 
vs im 23 2 i a # ; << Mae 5 £8 * 
a, 3 i ¥ 3% She. ee 3 oe ae Rey a *4 ee a on ‘4. . rer 
a * at = 4 ihm ce. ed we Ae + he ae ESE bes % tg Kes: aS ee me ee 
: ~ ‘ ea gi a fe yo. oe. ee : BAe. ee ag ete ee O3 © ie elie 
“GA © Foe | ; ie iss + - SE we ) See a £2) 
: ees he 3 par ; % 6 Ree 3 SES ek: Sia SS oF. Fah.” Sg tg | iat 
a —" ? YS ee Se , me Py : 4 : x; me * ~~, > ee ees iF fe per ) i 
ae 5 — * gf Loa % é é, ee. a ae. Se gh ee: Oe ES ee $ oe | ae Collieet = 
a eee er: SS aS s tfek a) * 7 ea ee wer, os pd = 
| < eh 2) ae hes = ae :. Bd * i 4 '< e %: % Se ma ot F FS wi : 
| aa ohm Se Bs igh z ty fe ieee ‘e) tg w- eeasicae ay: te ae eS aS 
ing y baie 2s, 4 : oo . wR ie é iS é ie a Ree, ay * > aie & ’ ame we? A 4 E # 
| . Beir y % . Spee 3 OF gate : Re eet A s he “eh et ? eg OOS ae z a ; ta 
| -. 23 “a wa Nee . * , = a ie 3 el Meee: Se ae, e = Col er 3 me > ae Pg re ———— Is , . ¥ oe et las - : 
| a) | Be? ‘é Sanna = $ “4 rf _, Se: 2° ee ae F — 4 OE: it Mae 
| | Sea ae “ee ae 2 ae gre —-. S % ce “= Bard “Sie ae ees — ° ae a ee eee 3 
Sa i jee i= eee SS ee ae he. a ee nae cma 
as Bi Te B > oe ee eee fiers <8 2 . q a is 3S ae em he ccse ee ; ee Fae = ge ee ae = ie eek. ee ee “re - 
‘Ske oe Ras «See ; a a ————— i : Re a, i eae fee ; rh 
~ eas ee . Se SRN ‘S. weg Cae a <a gh ae Se 
ca i . 3 Sitges aes a \ Bee ee ee eta Se wan tah i. ad Sie ; . 
a | fe. i rn oe Nn. : es , 
; : . = pi ae = 6 ite # | 
| ay a aut 4 — cen ‘ ae a . 


Advertising Age, October 20, 1947 


Stauber Joins Agency 


William E. Stauber, formerly 
supervisor of the copy department 
of Station WPTF, Raleigh, N. C., 
has joined the staff of Harvey- 
Massengale, Inc., Durham, N. C., 
agency. 


Robin Rejoins Kalom 


Leslie S. Robin, recently with 
Barnes-Crosby Company, has re- 
joined Kalom Company, - Chicago 
agency, from which he resigned 
early this year. 


To Use 35 Stations 


Station WSM, Nashville, is or- 
iginating a series of half-hour 
“hillbilly” shows to be broadcast 
Saturdays at 7:30-8 p.m., CST, 
over 35 southern stations for 
American Ace Coffee Company, 
Nashville. 


Joins Four A’s 


The Franklin Fader Company, 
Newark, N. J., has joined Ameri- 


can Association of Advertising 
Agencies. 


Marschalk & Pratt 
Finds Public Has 
Grasp of Ads 


New YorK—Marschalk & Pratt 
Company had some interesting 
evidence last week of how well its 
house ads are understood. 

On Oct. 9, the agency published 
an ad revealing that 98.5% of the 
payroll goes to wage earners and 
office workers, only 1.5% to ex- 


ecutives earning more than $20,- 
000 a year. 
Then the agency asked Psycho- 
logical Corporation to check for 
comprehension among men and 
women with family incomes of 
about $75 weekly. In the sample, 
100% understood that top execu- 
tives received only 1.5%, and 88% 
understood why such a fact should 
be published, 88% understood that 
the figures could be checked by 
anybody, and 92% understood that 
in no other country do workers 


Buyers Every Week 


on 


Weve buyers for fewer dollars! 


More insertions ... more sales messages... 


more weeks of national coverage! 


Deeper penetration of America’s Richest 


the “Age of Acquirement’! 


Market ... the 25 to 45 year age group... 


‘All at the lowest rate of the “Big 3” weeklies.: 


olliers for Action / 


ust SAMS PER tes 


get as large a percentage of the 
payroll. ‘ 

On smaller points, 72% recog- 
nized that the figures represented 
large companies (50 of the U. S. 
largest), 64% understood that the 
figures were from U. S. files, 72% 
understood that wage earners and 
office workers got 98.5% of the 
payroll, and 68% recalled that top 
executives pay 50% federal in- 
come tax. 


NRFA Revives Slogan 


National Retail Furniture Asso- 
ciation, Chicago, is reviving its 
prewar promotion, “Give Some- 
thing for the Home This Christ- 
mas.” A_ special four-page il- 
lustrated home furnishings supple- 
ment is being offered to 
newspapers throughout the coun- 
try. About 40% of the space is 
editorial, 60% advertising. 


Joins Adair & Director 


Mitchell Berash, formerly with 
Tested Sales Producers, has been 
placed in charge of production 
and traffic of Adair & Director 
Advertising, New York. 


== |ANDARD=PRESS Cost 1: tt O—— 


These convenient Kits are con- 
stant reminders of the service 
you perform or the product 
you manufacture . . . and they 
are so handy that your pros- 
pects, customers and workers 
wil keep them. They contain 
useful tools for making repairs 
around the home, office, farm 
and automobile as well as 
model building and hobby- 
crafting. Tools are of high- 
grade alloy steel. Handles are 
of bright red, durable plastic. 
All tools are housed in the 
hollow handle for convenience 
—and individually packed for 
use as a gift. Handles can be 
imprinted . . . with your name 
or trade mark . . . at nominal 
cost. For complete information 
. ». write for descriptive litera- 


ture. 
Over 44 Years in Business 


STANDARD PRESSED } co. 


JENFINTOWN, PA. Box 
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When you ‘need e BIRTH LIST 


Remember 


WILLIAM F. RUPERT 
Compiler of national birth lists 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


Appoints Peterson 


S. H. Peterson, formerly in the 
sales division of Pengelley X-Ray 
Company, has been appointed gen- 
eral sales manager of the Audi- 
ometer division of Audio Develop- 
ment Company, Minneapolis, 
manufacturer of precision hearing 
testing equipment and electronic 
components. 


$100,000,00 


annually! The new business and 
industrial photographic market 
covered by ———> 


Our brochure will give you all the 
details . . . send for it today. 


BOLAND & BOYCE INC., PUBLISHERS ) 
ia ene 


460 Bloomfield Ave., Montclair 4, N. J. 


PHOTOGRAPHIC = 


f | said: 


Help ‘Sell’ Labor 
Law, Ad Agencies 
Urged by Muckey 


SEATTLE—A suggestion that ad- 
vertising agencies help their 
clients sell the Taft-Hartley Act 
to employes and to the com- 
munity was made here recently 
by M. J. Muckey, manager of the 
Industrial Conference Board of 
Tacoma. 

Addressing the Advertising and 
Sales Club of Seattle, Mr. Muckey 
“If you people think, as I 
do, that this act is a stroke for 
freedom as far as the working 
people are concerned, then you 
should see if you can’t help your 


E | clients in selling the act to their 


employes and to their 
munity.” 


As an example of explanatory 


com- 


i |material agencies can prepare, 


Mr. Muckey distributed copies of 
a leaflet containing in primer form 
key points of the Taft-Hartley 
Act. The Industrial Conference 


= 


Board, which represents 48 local 
and statewide industry associa- 
tions in labor negotiations, al- 
ready has printed 25,000 copies, 
he said, and has granted permis- 
sion for reprints to other organi- 
zations throughout the country. 

Labor relations men should be- 
gin thinking now, Mr. Muckey 
said, about state legislation in 
1949 creating a baby Taft-Hartley 
Act to cover intra-state com- 
merce not reached by federal leg- 
islation. 


Appoints William Smith 

William S. Smith has been ap- 
pointed Chicago advertising rep- 
resentative of Meat Merchandising 
and Locker Management, pub- 
lished by Meat Merchandising, 
Inc., St. Louis. 


Royker Joins Roman 


Karl H. Royker, formerly in the 
advertising department of Hill- 
Behan Lumber & Hardware Com- 
pany, St. Louis, has joined the 
production staff of Roman Adver- 
tising Company, St. Louis. 


Uh 
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In the Twin Cities, These Days, The Farmer’s Daughter and Miss Citybred Shop 
in Twin Station Wagons—But Only Outdoor Advertising Reaches Them Both : 


Minneapolis-St. Paul, two great cities . . . one giant 
market! Minneapolis the flour milling center of the 
world, gateway to the Great Northwest! St. Paul, 
railroad center of the Northwest, second largest 
meat processing and packing center in the Nation, 
distribution and wholesale headquarters for the 
Northwest territories and their industries! The 
Twin Cities are the home of 850,000 people who 
spend close to a billion dollars annually! 


* * * 


In the Twin Cities, as elsewhere throughout the 
United States, today’s wealth is “homogenized.” 
It’s spread out, shared by 90% of the people. 
Today, farm families as well as city families in all 
income levels have big money to spend! 

To reach this new wealth, to reach all the in- 
come classes of people, use Outdoor Advertising. 


Outdoor Advertising blankets the complete Twin 
City market . . . it reaches the flour miller and the 
farmer, the wholesaler and the housewife. Re- 
member—to sell them all you’ve got to reach them 
all; to do this, use Outdoor Advertising! No other 
medium gives such broad coverage at such little cost! 


Advertising Age, October 20, 1947 


SEP’ Boosts Ad 
Rates 6.6%, Ups 
Price fo 15 Cents 


PHILADELPHIA—For reasons 
“purely economic,” The Saturday 
Evening Post last week boosted its 
subscription rate and announced 
that increased advertising rates, 
up an average of 6.6%, will go in- 
to effect April 3, 1948. 

The increased ad rates, based 
on an average net paid circulation 
of 3,800,000, include: black-and- 
white page, from $10,500 up to 
$11,200; two-color page, from $12,- 
800 to $13,650, and four-color 
page, from $15,000 to $16,000. 
Under the new rates, second and 
third covers will cost advertisers 
$16,000, the fourth cover $20,900, 
and the center spread $32,000. 
Bleed copy will add 15% to the 
rates. 

Effective last Monday, the sub- 
scription rate was boosted from $5 
to $6 a year, and the single copy 
newsstand price will go up from 
10 to 15 cents with the Nov. 15 
issue. 


Costs Up 65% 


A. W. Kohler, manager, said that 
total manufacturing, paper, ink 
and shipping costs of the Post, 
based on the cost per 10,000 pages, 
have increased more than 65% 
since 1939. 

“During that same period,” he 
added, “our advertising rate per 
page per thousand net paid circu- 
lation has advanced from $2.57 to 
$2.65—which is less than 3%. Al- 
though we are reluctant to make 
increases, it is evident that addi- 
tional income is necessary.” 

The Post put a 5% ad rate in- 
crease into effect with the April 5, 
1947, issue and jumped its circu- 
lation base from 3,700,000 to 3,- 
800,000. Earlier boosts in the ad 
rates were put into effect in April 
and October, 1946, as postwar 
costs continued to mount. 


Royal Metal Launches 
Drive for Royalchrome 


Royal Metal Mfg. Company, 
Chicago, through Kuttner & Kutt- 
ner, Chicago, has launched a cam- 
paign in trade publications for 
Royalchrome furniture, using his- 
toric quotes. Each ad also invites 
the reader to look for Royal 
Metal’s public service feature, 
“Invitation to Speak,” directed to 
the consumer market and cur- 
rently running in Newsweek and 
Time. 

Publications carrying the cam- 
paign are: American Hair Dresser, 
Dental Survey, Hotel Manage- 
ment, Hotel World-Review, In- 
teriors, Journal of the American 
Medical Association, Modern Hos- 
pital, Optical Journal and Restau- 
rant Management. 


Two Join Townsend 


Joan R. Rendell, formerly in the 
creative department of Cockfield, 
Brown & Co., Montreal, and Mrs. 
R. G. Kierstad, formerly with 
Sears, Roebuck & Co., have joined 
Townsend Advertising Agency, 
Burlington, Vt. Miss Rendell will 
serve in an advisory capacity, and 
Mrs. Kierstad becomes secretary 
and production manager. 


“Extras” You'll Find Only in 
THE SPORTING GOODS DEALER 


1- THE MOST COMPLETE 
NEWS COVERAGE... 


News, features, editorials — 
edited and slanted for the 
sporting goods buyer. 


One reason why advertisers 


who want results use THE 
DEALER...St. Lovis 3, Mo. 
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=| The New York Times continues to deliver 
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Welch and Holder 
Will Head McCann 
Merchandising 


New York — McCann-Erickson 
has formed a central merchandis- 
ing department to service its 10 
U. S. offices, with R. W. Welch 
director of merchandising, at New 
York, and Glenn Holder associate 
director. Both will report to 
Marion Harper, assistant to the 
president. 

Mr. Welch was formerly vice- 
president of Russel M. Seeds Com- 
pany, Chicago, and previously 


R. W. Welch 


Glenn Holder 


was vice-president of MacFarland, 
Aveyard & Co. after having spent 
15 years with General Mills as 
brand advertising manager on 
Gold Medal flour, Kix and Bis- 
quick. He also served as adver- 
tising manager in charge of Gen- 
eral Mills’ institutional advertis- 
ing and assistant director of public 
relations. 

Mr. Holder joins McCann-Erick- 
son from Schenley, where he was 
director of advertising services. 
He was formerly president and di- 
rector of Ritchie & Janvier, and 
before that advertising and sales 
promotion director of Standard 
Laboratories, subsidiary of Wil- 
liam R. Warner & Co. He also was 
for 10 years an advertising and 
merchandising director of Vick 
Chemical Company and Morse 
International, its agency. 


To Garrison Agency 

W. W. Garrison & Co., Chicago 
and New York, has been appointed 
to handle the advertising of White 
Products Company, Middleville, 
Mich., manufacturer of automatic 
electric water heaters. Magazines, 
business papers and direct mail 
will be used. 


Joins ‘Tung World’ 
Franklin H. Titlow Jr., formerly 
editor of Naval Stores Review, has 
joined Tung World Publishing 
Company, Gulfport, Miss., as as- 
sociate publisher of Tung World. 


ASK THE 
BRANHAM MAN 


4 Why 


Appoints Manchester 


James Gordon Manchester, for- 
merly on the advertising staff of 
the Washington Times-Herald, has 
joined Garneau, Daly & Hamilton, 
Burlington, Vt., advertising de- 
signer. He will assist in sales and 
copywriting. 


Names Hunter Agency 


Walter Brewing Company, 
Pueblo, Colo., has placed its ad- 
vertising with Ed M. Hunter Com- 
pany, Denver. 


Pfister Appointed 


Leonard Pfister, formerly gen- 
eral sales manager of Frederick 
Stearns & Co., Windsor, Ont., and 
before that with Stearns in De- 
troit, has joined Lorraine Com- 
pounds, New York, as sales man- 
ager. 


Forrestal Advanced 


James Forrestal has been named 
general manager of Ansco Divi- 
sion, Binghamton, N. Y., and vice- 
president of General Aniline & 


Film Corporation, New York. He 
will continue as assistant to the 
vice-president and as manager of 
the professional motion picture 
sales division. 


Jordanoff to Hirsch 


Jordanoff Corporation, New 
York, has named Ray-Hirsch 
Company, New York, to direct its 
advertising. A campaign is planned 
for Jordaphone, a new electronic 
instrument that enables groups of 
people to engage in long distance 
telephone conferences or one per- 
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son to address any number of 
people simultaneously over the 
telephone. Large-space ads will 
be used in New York newspapers 
starting this month, with national 
advertising to follow next year. 


Two Appoint Emery 


Emery Advertising Company, 
Baltimore, has been appointed to 
direct the advertising of Cam- 
bridge Wire Cloth Company, Cam- 
bridge, Md., and Ox Fibre Brush 
Company, Frederick, Md. Both 
will use business papers. 


PERSONALITIES always score high in pic- 
ture interest, average 233 readers per dollar. 


How 

to 

stop 
readers 
in 


easy 


lessons... 


Lana Turner in a scene from 
the Metro-Gol ‘Mayer picture 
“Green Dolphin Street”’ 
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WBKB Has Video's 
First Sponsored 
5-Day, Hour Show 


Cuicaco — Television now has 
its first sponsored five-times-a- 
week full-hour show. 

RCA Victor Distributing Cor- 
poration and its 200 Chicago deal- 
ers last Monday launched the pro- 
gram on Station WBKB here. 

Entitled “Junior Jamboree,” it is 


designed to appeal to children 
aged six to 16. It is the station’s 
first major show specifically for 
youngsters. 

Prepared through J. Walter 
Thompson Company here, the pro- 
gram features “Kukla,” a puppet 
m.c., Burr Tillstron and Fran Alli- 
son. It will be educational as well 
as for entertainment. Movies, car- 
toons and live talent will be used. 
Each week a dog will be given 
away to the child writing the best 
letter on why he wants a dog. The 


show is televised at 5 p.m., CST. 

WBKB, which is Chicago’s only 
video station so far, has also 
launched a public service pro- 
gram, “Chicago Television Show- 
case,” at 3 to 4 p.m. Monday 
through Friday. It is designed to 
show the talents of Chicago enter- 
tainers. Format is _ necessarily 
flexible. 


Forms New Division 
A new division, the Plastic ma- 
terials sales, has been formed by 


B. F. Goodrich Company, Akron, 
to handle sales of all plastic ma- 
terials the company handles, in- 
cluding Koroseal. L. H. Cheno- 
weth has been appointed general 
manager. 


Knox Gelatine to Hoyt 


The Charles B. Knox Gelatine 
Company, Johnstown, N. Y., has 
placed its account, for the past 10 
years handled by Kenyon & Eck- 
hardt, with Charles W. Hoyt Com- 
pany, New York, effective in 
January. 


BABIES are tops in attracting readers. 
readers per dollar. : 


NY advertising man worth his 

salt knows that pictures stop 
people. According to 100 Continuing 
Studies of newspaper readership 
over a seven-year period, here are 
the sure-fire stoppers: 


1. Babies. 

2. Mothers and babies. 
3. Animals. 

4. Personalities,. 

5. Food. 


As a matter of fact, ads containing 
such pictures invariably average 
twice as many readers as an all-type 


You ought to be in pictures... in 


MOTHERS AND BABIES run baby pictures a close second 
in readership, score 263 readers per dollar. 


FOOD pictures rank 
fifth in reader inter- 
est. They attract 227 


readers per dollar. 


* 


ANIMALS are always 
sure-fire to attract 


dollar. 


ad (which attracts a mere 131 read- 
ers per dollar.) 


Knowing this to be gospel, it takes 
no stretch of the imagination to un- 
derstand that, by the same token, a 
picture magazine will attract more 
readers than an ordinary magazine. 


For instance, take PARADE, the 
Sunday Picture Magazine. When it 
comes to popularity, it’s second only 
to Life in the number of readers per 
100 copies. 


And what a walloping readership 
bonus you advertisers get! In a com- 
parison of Starch reports for all 49 


reader interest. Aver- 
age 256 readers per 


identical ads that ran in PARADE 
and other syndicated Sunday Maga- 
zines during the first half of 1947, 
PARADE ranked first in readers per 
dollar in 44 of the 49... ran a close 
second in the other five. A represen- 
tative check of weekly and women’s 
magazines placed PARADE first in 
every case. That’s PICTURE POWER. 


If you’d like to get more facts, get 
on the phone and give us a ring. We 
won't try to wow you with pin stripes, 
hand-painted ties or fancy presenta- 
tions. We'll let the facts speak for 
themselves. 


‘ 
Bess Cae. 


pvaitabls 


World’s 
Largest 
Sales 
Force 


AND THESE SALESMEN ARE 
TOPS IN DIRECT SELLING 


Manufacturers such as Fyr-Fyter Co., 
Real Silk Hosiery, Fuller Brush, Davis 
Paint, and scores of others, use this 
sales force to chalk up many millions 
of dollars in sales annually in this huge 


2 BILLION DOLLAR MARKET 


You can obtain this sales force of 
independent, successful salesmen to 
profitably sell your products by ad- 


FIRST IN THE FIELD 


The oldest Sales Publication in the 
Direct Selling Field 


KNOW. . . DON'T GUESS 


Is your product Suited to Direct Seh- 
ing? Can direct selling build sales or 
cut inventories fast and profitably? 
Find out — 


WRITE FOR THIS BOOKLET 


It tells all you want to know about 
Direct Selling. Contains a wealth of 
valuable information for manufactur- 
ers and advertising agency executives. 
Send for your copy. And, we can 
give you valuable advice and coun- 
sel, based on years of experience in 
the Direct Selling field, without the 
slightest obligation to you. 


CONSUMER 
MARKET ‘ 
DATA BOOK Ie 


MAGAZINE 


Dept. A-10 


307 N. Michigan Ave., Chicago 1, Ill. 
200 Fifth Ave., New York 10, N. Y. 
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20 
Schedules Safety Drive 


Bear Mfg. Company, Rock 
Island, Ill, will run an intensive 
campaign during 1948 to cut down 
the automobile accident death rate 
insofar as mechanical failures are 
concerned. The campaign, using 
the slogan “Bear Down on Safety,” 
will appear in The Saturday Eve- 
ning Post and Time, in automotive 
—_ publications, newspapers and 
radio. 


Appoints Russell Johns 
Russell C. Johns, formerly vice- 
president and general manager of 
Air Review Publishing Corpora- 
tion, Dallas, has been appointed 
general manager of Outdoorsman 
and Popular Homecraft, with 
headquarters in Chicago. 


FREE Increase reader- 


ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. EYE*CATCHERS, 
10 E. 88 St., N. Y. C. 16. 


Crossley Gives 
MBS 36.7 Score 
on World Series 


New YorK—Persons in seven 
out of 10 American homes—an 
all time high for baseball radio 
coverage—plus millions of others 
in bars and offices heard the 1947 
World Series broadcast over the 
Mutual Broadcasting System. Gil- 
lette Safety Razor Company, co- 
sponsor of the telecasts with Ford 
Motor Company, paid the bill for 
the broadcasts over 437 MBS sta- 
tions and 99 others throughout 
the U. S. 

Listenership was reported by 
Crossley, Inc., after a special audi- 
ence study which also revealed 
an average rating of 36.7 for the 
seven games. Next highest series 
rating was 33.2 when the games 
were carried by all four major 
networks. 

Other interesting facts reported 
by Crossley: More than one-third 
of the people who listened to at 


least one game heard all the 


others; ratings climbed to a peak | 
of 57.6 on Sunday with a share. 


of audience of 87.9—highest day- 


time commercial rating on rec- 


ord, according to MBS. 

WOR, Mutual’s New York sta- 
tion, also claimed a listening rec- 
ord. C. E. Hooper, Inc., gave that 
station a 91.5 figure for share of 
audience on the final game of the 
series. 


Westinghouse Ups Two 


John E. Payne, formerly man- 
ager of industrial sales, has been 
appointed manager of all industry 
sales departments of the Westing- 
house Electric Corporation, Pitts- 
burgh. R. S. Kersh, manager of the 
company’s Houston office, has been 
named to succeed Mr. Payne as 
manager of industrial sales. 


Gets Pencil Account 


A. W. Lewin Company, New 
York, has been named to direct 
the advertising of Norma Pencil 
Corporation, New York, manufac- 
turer of the Norma 4-color auto- 
matic pencil. 


*80.7% of the farm families 
at the Top of the South 


own their farms. 


AT THE TOP OF THE SOUTH, 


* In the territory served by the SOUTHERN PLANTER, you will find 
more farmers who can make major investments and permanent improvements. 
That’s because 80.7% of them actually own the land upon which they live and 
work. The modern Southern planter is not a sharecropper. He is willing to 
spend a lot of ready cash these days on thousands of things which make farming 
more productive and farm living more pleasant. He can afford your products 
because here at the “Top of the South” the farmer no longer depends upon 
one cash crop. In SOUTHERN PLANTER Land there is a cash market 


every month of the year. 


More of these top farmers read the SOUTHERN PLANTER than 
any other farm paper. For 107 years, this paper has been a welcome visitor in 
the homes of rural people from the Mason-Dixon Line through the Carolinas. 
America’s oldest farm journal has consistently pioneered every improvement 
that has made farming in this area a two billion dollar business. 


Your sales message will carry important weight in the pages of the 


SOUTHERN PLANTER. Let us furnish you with valuable data on this 


rich market. 


Write: 


SOUTHERN PLANTER 


Richmond 9, Virginia 


or 
441 Lexington Ave., New York 17 
333 N. Michigan Ave., Chicago 1 & 


SERVING THE TOP FARMERS AT & 


7 THERN 
SOOO LANTER 


America’s Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 


al 


ss 


Highlight of the World Series for Wayne (Mickey) Henly, nat’l 
ad mgr. of the Avalanche and Journal, Lubbock, Tex., was the Sun- 
day game during which he caught a foul ball hit by Johnnie Lindell 
of the Yankees. Mickey sent the ball back to Lubbock in care of 
his wife while he stopped off in Chicago to take care of some other 
business. .. 

H. Charles Sieck, pres. of the only Los Angeles agency with Inc., 
Ltd. tagging it, is celebrating the 25th anniversary of the organiza- 
tion. .. Herbert A. Kenny, AA correspondent in Boston, has been 
appointed to the faculty of Suffolk U... And Scott Leonard, of the 
Tracy-Locke staff in Dailas, is teaching a course in applied adver- 
tising in the Dallas public evening schools... 

James T. Chirurg of the James Thomas Chirurg agency, Boston, 
spoke Oct. 15 at the fall meeting in Manchester, Vt., of the New 
England section, Society of the Plastics Industry. .. James M. 
Secrest, type dir. of G. M. Basford Co., New York, discussed “The 
Origin and Development of the Printed Word” at thre first of 10 
talks on type, given by the Type Directors Club in cooperation with 
the A-D Gallery... 


EMPLOYES FETE H. S. GARDNER—A banquet given by officers and employes 

of Gardner Advertising Co. Oct. 6 celebrated the 45th anniversary of the 

agency's founder, H. S. Gardner (center), in the advertising field. At left is 

Jerome Kircher, vice-president, who was toastmaster, and at right, E. A. W. 

Schulenburg, vice-president and media director, who started with the Gardner 

agency 42 years ago as an office boy, and was the oldest veteran at the 
banquet. 


H. X. Eschenbrenner, pres. of Universal Concrete Pipe Co., Co- 
lumbus, O., puts in his spare time as managing editor of the com- 
pany’s publication, ‘Pipe Dreams,” which he calls his “pride and 
joy.” .. Virginia Sisk, new ad director of Neiman-Marcus, Dallas, 
has acquired a pet cat, which has been named Copy Cat... 

Frank Jenks, v.p. of International Harvester Co., Chicago, is the 
new pres. of the Illinois State Chamber of Commerce. .. Frank J. 
Wenter, ad representative of Bakers’ Helper, became a vital sta- 
tistic Oct. 7, when he married Margaret Johnson Koenig of San 
Francisco. He has been spending the rest of the month recovering 
from the ordeal and will return to Chicago Oct. 27... 

Jack Warwick, v.p. of Warwick & Legler, New York, which 
handles all Seagram’s advertising except Seagram’s V-O, won some 
V-O whisky at an ANA party during the Atlantic City conven- 
tion. .. Ed Noble, chairman of the board of ABC and chairman for 
the second successive year of the Salvation Army’s annual main- 
tenance appeal, has been given a giant scroll, signed by about 400 
officers and workers of the Army, in recognition of his leadership 
in last year’s successful campaign. The whole thing was a com- 
plete surprise to Ed... 

Impending-wedding news in the publishing fraternity comes from 
Waycross, Ga., where Jack Williams, ed. and publisher of the 
Waycross Journal-Herald, and Mrs. Williams have announced the 
engagement of their daughter, Eva Lee Williams, to William Dear- 
ing Jemison Jr. of Memphis... 

The néw commander of the Crosscup-Pishon Post, Boston admen’s 
unit of the American Legion, is Ernest Hoftyzer, past pres. of the 
Boston Adclub... 

Newly elected members of the board of trustees of the American 
Heritage Foundation, the Freedom Train sponsor, include Edward 
A. Brown, pres., First Nat’] Bank, Chicago; Henry E. Luce, Time- 
Life-Fortune; Edward L. Ryerson, pres. of Inland Steel, Chicago, 
and Thomas E. Wilson, pres. of Wilson & Co., Chicago... 

The only personal Certificate of Appreciation awarded to a station 
manager in the western area by the Veterans Administration has 
been received by Gayle V. Grubb, mgr. of KGO, San Francisco, 
for “outstanding service to U. S. war veterans through the medium 
of radio.” .. James T. Mahoney, program dir. of WLAW, Lawrence, 
Mass., has been appointed by Gov. Bradford as a member of the 
publicity committee for the Governor’s Conference on fire preven- 
tion, scheduled for Boston Oct. 28... 

Helen Haberman, exec. v.p. of the William Douglas McAdams 
agency, New York, a speaker at the Oct. 8 meeting of the Phar- 
maceutical Advertising Club, was the first woman who ever ad- 
dressed this group... 

When Walter Winchell stopped over in Chicago on his way to 
the Coast, Jim Mangan, public relations dir. of Coin Machine In- 
dustries, handed him a check for $100,000, donated by the organi- 
zation to the Damon Runyon Cancer Fund... Ken Laird, of Tatham- 
Laird, introduced Clifford L. Fitzgerald, Dancer-Fitzgerald-Sample, 
when the latter spoke at the Advertising Executives Club of 
Chicago. .. 

Larry Pendleton, head of Larry Pendleton & Associates, Glen- 
dale, Cal., agency, is the proud father of a new daughter named 
Pamela Sue. .. Wilt Gunzendorfer, gen’] mgr. of KROW, Oakland, 
has been appointed a member of the mayor’s traffic safety com- 
mittee. .. 
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Most IMPORTAN T Million: 


by) Do Advertisers Benefit. 
‘By SELECTED Mass Circulation? 


hy Is the Chicago Daily News 
Essential to Your SALES-PLANS? 


More than a million reader-friends welcome the Chicago 
Daily News to their HOMES every week day evening. 
When you refer to the figures in the panel at the left 
you will see that these people are incomewise, the most 


IMPORTANT million buyers in Chicago. 


me Group ° ° 
Inco 8% These same figures also reveal the advantage given to 
4499 -2°°° 10 9 - advertisers by SELECTED mass circulation. Advertising 
over $ - 4.499 13. 6 4 in the Daily News is seen and read by a group of con- 
$5,000 to 999 - 39- 30, sumers who represent a rich concentration of dollars 
$3.000 te $2.999 — A A to spend in satisfying a limitless variety of desires. 
2.00 ee? - 
vow $2. - Thus the Daily News is essential to Chicago sales-plans. 
f were obtain ed a Through this one newspaper alone the advertiser talks 
ba pe oe eurvey> com ae News to high potential buying-power, . . . If you don’t get 
ee among regular \id crose into these IMPORTANT homes with what you have to 
clusively nting 2 V4 oe, a 
puna sampling say, you can hardly expect to get in with what you have 
reat on, house-to-ho to sell! 
section, © sel. 


CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 
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‘We Must Engage 
in Propaganda,’ 
Says Harriman 


Cuicaco — “We must overcome 
our disinclinations to engage in 
propaganda,” Secretary of Com- 
merce W. Averell Harriman told 
the annual meeting of the Inland 
Daily Press Association here last 
week. 

Tracing the rise of Communist 
influence and the anti-American 
campaign since 1945, he said: “If 
we are to achieve our aspirations 
for peace, decent living standards 
and freedom, we must take into 
account that there is a force intent 
on the creation of disorder in the 
world and, secondly, that we must 
take positive action wherever 
necessary in all the four fields 
where pressure is being applied.” 

In the propaganda field, Mr. 
Harriman insisted, “it is absolutely 
essential that our present under- 
staffed and under-financed over- 
seas information program be 
strengthened and developed. 


Radio Is Effective 


“Radio broadcasting,” he said, 
“is an effective method in all 
countries as a direct means of get- 
ting information to people, and is 
the only available means for cross- 
ing borders otherwise barricaded 
against the truth. All other avail- 
able media should be used to 
counter, with facts, the distortions 
used against us.” 

Using truth as our weapon, Mr. 
Harriman said we must employ 
government channels to inform 
people in other countries about 
America, but that a big part of the 
job depends upon the enterprise 
of our free press and other pub- 
lications with outlets abroad 
which can be expanded to dis- 
seminate accurate information. 

Frederick G. Rudge, of Fred 


Rudge, Inc., New York agency 
specializing in opinion-forming 
advertising, suggested methods 


whereby newspapers can coop- 
erate in the “free-enterprise” 
campaign. 

“The national advertisers and 
their agencies have marshalled 
their forces to help build under- 
standing of American business,” 
he said. “Are you, the newspaper 


. a 


' REACH THE 


" ¥ The Post is built for 
the active, alert, acquir- 
ing half of Cincinnati— 
people on the way up, 
people still forming 
buying habits! 


incinnati 
Post 


reacues 56% oF CINCINNATI] 


publishers, ready and willing to 
cooperate?” 

In order to tie in effectively 
with the Four A’s-ANA action, 
Mr. Rudge suggested that pub- 
lishers: 

1. Analyze the hom 
munity. ; 

2. Organize the diverse ele- 
ments in the community to begin 
collaboration action. 

3. Help the local business man 
to tell his story through plant city 
advertising. 


com- 


It is worth while to build con- 
fidence in the American system at 
the community level, he said, not 
just because the papers are a part 
of American life, but also because 
the prosperity of a paper depends 
on the size and growth of the 
community in which it is located. 


Gets 3 New Accounts 


Bass, Luckoff & Wayburn, De- 
troit, has been named to handle 
the advertising of Twin Pines 
Farm Dairy, Detroit employe- 


owned dairy; Progress Bedding 
Company, maker of Restokraft 
mattresses, and Nu-Brick Prod- 
ucts, Inc., manufacturer of Nu- 
Brick, Nu-Thatch and Nu-Stone 
insulated sidings. 


Names Gotham Agency 

Gotham Advertising Company, 
New York, has been named to 
direct the export advertising of 
Northern Illinois Cereal Company, 
Lockport, Ill., miller and packer 
of Silver Flake and Gold Medal 
rolled oats. 


Advertising Age, October 20, 1947 
Durabilt to Cayton 


Winsted Hardware Mfg. Com- 
pany, Winsted, Conn., manufac- 
turer of Durabilt automatic irons, 
has appointed Cayton, Inc., New 
York. Women’s service magazines 
will be used. 


v . 

Mille.’ Names Kimball 
Mademoiselle’s Living, new 

Street & Smith publication, has 

appointed Abbott Kimball Com- 

pany, New York, to handle pro- 

motion and advertising. 


Buying Power 


Buying power in New Orleans today is 
more than 2'2 times as great as it was 


5 years ago." 


Income 


Effective income is higher than the 


United States average. 


tional index was 237. NEW ORLEANS 


INDEX WAS 264.* 
Retail Trade 


Retail trade in New Orleans area was 
20.3% above a year ago at end of first 
quarter of 1947. This increase is consid- 
erably greater than average gain of en- 


tire nation.** 


Industry 


New Orlecns has retained its wartime 
industrial growth and continues to grow. 
New Orleans now shows an index of 


In 1946, the na- 


167 as compared with 146 in 1945—and 
100 in 1939. More industrial workers are 
employed this year than last—35,000 


more than in 1940. 


In retail sales ... in wholesale sales 


New Orleans is first in the South 


...and WWL is the 
greatest selling 
power in the 

South's first city 


*Source: SALES MANAGEMENT'S Survey of Buying Power, 1947 


Map shows rank in wholesale sales. 


1. New Orleans 3. 


2. Houston é. 
3. Dallas Fe 
4. Atlanta 


**Source: DUN’S STATISTICAL 


Lovisville 
Memphis 9. 
Birmingham 


Rank in retail sales: 

8. Fort Worth 
Oklahoma City 
10. Jacksonville 
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Standardizes Bags 


Dobeckmum Company, Cleve- 
land, has standardized its line of 
cellophane bags so that now the 
company is able to offer them, 
printed or unprinted, at less than 
prewar prices. 


Join O’Brien Agency 
Arthur C. Kavanagh has been 
appointed an account executive of 
O’Brien Advertising Ltd., Van- 
couver, B. C. James S. Beard has 
joined the agency’s radio division. 


Pillsbury Wins 
Court Fight for 
Use of ‘Golden’ 


MINNEAPOLIS — Pillsbury Mills, 
Inc., claimed a complete victory 
last week in its prolonged court 
battle with Soy Food Mills, Chi- 
cago, over use of the trademarked 
name, “Golden Bake,” for a soy- 
bean pancake flour. 

Upholding Pillsbury’s claims, 


the U. S. Supreme Court on Mon-|ish in federal district court in 
day denied a review of the case,| Chicago, but the ruling later was 
as requested by the Chicago com-|reversed by the Circuit Court of 
pany. Appeals there (AA, April 21). The 
Soy Food Mills, which appealed| Supreme Court upheld Pillsbury, 
a lower court ruling, had been| denying Soy Foods a writ of cer- 
notified that its trademark,|tiorari in the case. 
“Golden Soy Griddle Mix,” con-}| The appeals court, in holding 
stituted an infringement of the|that Pillsbury was not guilty of 
Pillsbury trademark which was|unfair competition or infringe- 
registered back in 1935 and used| ment in using its trademark, ob- 
on a pancake flour the following| served that Soy Food Mills, “out 
year. of numberless words it could have 
Pillsbury lost an earlier skirm-| chosen, selected the word Golden, 
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Folks turn first to... 
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50,000 Watts - Clear Channel om 
CBS Affiliate 


Represented Nationally by the Katz Agency, Inc. 


WWL leads in promotion 
and merchandising, too! 


Using all forms of consumer media, WWL 
effectively sells its features and its adver- 
tisers to the buying public. No other New 
Orleans station offers such a comprehensive 
merchandising program. 
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which it found already appropri- 
ated in this identical field by the 
defendant. The Patent Office gave 
Soy Food Mills notice that Pills- 
bury Mills, years before, had 
selected as the first word of its 
registered trademark, the world 
Golden. . . We have been unable 
to find any satisfactory explana- 
tion of plaintiff’s selection of this 
word.” 


Basford Names Bauer 


Charles Bauer Jr., formerly with 
Batten, Barton, Durstine & Os- 
born, has been appointed art di- 
rector of G. M. Basford Company, 
New York. John Carey, formerly 
with the American Society of 
Civil Engineers, has joined the 
agency’s art staff. 


Hibbert Promoted 


Wilfrid Hibbert, on the public 
relations staff of Libbey-Owens- 
Ford Glass Company, Toledo, for 
the past two years, has been ap- 
pointed press relations manager, 
succeeding Earl Aiken, who has 
been named general sales promo- 
tion manager. 


LOOKING FOR 
THE UNUSUAL 
GIFT OR PRIZE? 


HERE ARE 3 BEAUTIFUL NUMBERS 
THAT ARE MOST ACCEPTABLE 
FOR THE OUTDOORSMAN. 


THERMAL DISPENSIT 


For motoring, hunting rte | all outdoor 
and indoor uses the DISPENSIT will carry 
liquid or food, hot or cold, for hours. 
All metal. Thoroughly insulated. Stainless 
steel interior container. Faucet releases 
even flow of liquid—self-closing, no drip- 
ping. Outside finish tan baked enamel 
or stainless steel. 


16 qt. stainless steel, $35.00, Tan 33 
9 qt. Stainless steel, $28.00, Tan 50 


Soon i J 


DISPENSIT COIL BOX 


Construction same as DISPENSIT. Equip- 
ped with coil and tap. Insulation main- 
tains even temperature. Easy to handle 
and clean. Large size 20 x 16 x 14 (inc. 
tap extension); small size 20 x 16 x 14 


(incl. ext.). 

Large Stainless Steel, 30' coil....... $61.50 
Large Tan enamel, 30' coil.......... J 
Small Stainless Steel, 25' coil....... 53.00 


CUSTOM BUILT 
“THERM-O-CHEF” 


For carrying hot or cold or hot and cold 
food and liquid at the same time. Fully 
insulated. Top stainless steel container of 
Executive model has 6 gal. capacity or 
will hold 26 twelve oz. containers with ice. 
Lower drawer container holds hot or cold 
food. Both containers individually insu- 
lated. Detachable electric unit in top 
container for steaming clams, chicken 
etc. Size 26 x 10 x 18. Standard model 
is 18 x 8 x 15, with 2 gal. top container, 
will hold 18 bottles or cans. Bottom 
drawer for food or liquid. Both models 
maroon finish baked enamel. Side and 
top carrying handles. Spring action dis- 
pensing faucet. 

Executive model with electric unit. .$95.50 
Standard model without electric unit 35.00 
rx order or check with order, or C.O.D. 
— Allentown. Descriptive folder on re 
quest. 


THERMAL PRODUCTS 
1031 Linden St. Rm. 204 Allentown, Pa 
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Under ‘Crass’ Management, 
WOQOW Woos Advertisers 
WASHINGTON — They’ve aban- 
doned the noble experiment at 
WQQW, the daytime-only station 
which created so much interest 
when it went on the air here nine 
months ago. Dedicated to a “lis- 
tener’s bill of rights,” it confined 
commercials to one minute pre- 
ceding each 15-minute program. 
Imaginative programming by a 


By STANLEY E. COHEN, Washington Editor 


skillful staff won immense loyalty 
to this “Blue Book” station from 
“highbrow” listeners. But the orig- 
inal management never solved 
the dilemma of a program policy 
which ran into big figures, and a 
commercial policy which drove 
the dollars away. 

Twice stockholders put in extra 
money. Now they have installed 
a “crass” new management. 

Under its new manager, WQQW 


aa big 


hopes to extend its program serv- 
ice “to include an even greater 
segment of the community.” The 
station which once offered sym- 
phonic music at breakfast time is 
to have disc jockeys and other 
trimmings of conventional radio. 

Future commercial policy ties to 
the proposed NAB code, which 
allows three commercial minutes 
in every 15-minute segment. “We 
will continue the best of the pro- 
grams which won our loyal audi- 
ence,” says Robert Rogers, the 
new manager, “but we are trying 
to make ourselves more accept- 
able and valuable to the local and 
national advertisers whose sup- 
port makes radio possible.” 

* * * 

It is anyone’s guess who will 

succeed Charles R. Denny Jr. as 


chairman of the FCC. Half a dozen 
names are heard, including Brig. 
Gen. Telford Taylor, former FCC 
general counsel, now at the Nu- 
remberg Trials. At 35, Denny 
simply could not afford to con- 
tinue as a $10,000 a year public 
servant in the face of $35,000 of- 
fers from private industry. Fair, 
diplomatic, but firm, his refusal to 
limit the number of new stations 
authorized since the war has prob- 
ably had a greater influence on 
the economy of the industry than 
any single policy previously en- 
forced by FCC. 
* te * 

Agriculture Department’s good 
grading program gets a new lease 
on life from the $60,000,000 re- 
search and marketing act, now go- 
ing into operation. One of the 


jets 
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Daily and Sunday jn Washington, D. C. 
You Reach More Readers Per Copy with The Star 
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projects approved for this year 
envisions standards for processed 
fruits and vegetables, taking into 
account such factors as colors, ab- 
sence of defects and other char- 
acteristics familiar to growers, 
processors and distributors. 

The department’s description of 
the project makes no mention of 
the application of these standards 
to labeling and consumer educa- 
tion. It mentions their usefulness 
to processors “in packing better 
and more uniform quality prod- 
ucts”; to processors, distributors 
and retailers “in marketing these 
products in a more orderly man- 
ner”; to leading agencies “in ar- 
riving at equitable loan values”; 
as a more equitable basis in ad- 
justing damage claims, and in fa- 
cilitating federal and state inspec- 
tion. 


% % % 


Another project under the re- 
search and marketing act relates 
to merchandising and distributing 
canned and frozen fruits and vege- 
tables by cooperatives. This pro- 
ject, involving studies of about 50 
packing plants by the cooperative 
research and service division of 
the Farm Credit Administration, 
will look for waste in packaging, 
financing, transportation, pricing, 
advertising and selling practices. 


% * a 


Back in their home districts, 
members of Congress have run in- 
to a “grass roots” campaign among 
postal workers who are hoping for 
nearly $200,000,000 in pay boosts. 
Postal workers point out that liv- 
ing costs are up considerably since 
their last wage hike, immediately 
after the war. Sympathetic con- 
gressmen would like to oblige— 
but there is already a $254,000,000 
departmental deficit and mighty 
little new revenue in sight. 

* * * 


Versatile Justice Department 
agents found time during the past 
five months to check 10,000 cor- 
poration directors, and discovered 
that at least 60 are said to be serv- 
ing on the boards of competing 
companies, in violation of the 
Clayton Anti-Trust Act. Among 
the myriad of other Justice activi- 
ties, according to one report, is an 
embryo investigation of Washing- 
ton lobbying, with a view of en- 
snaring some of the alleged “big 
operators” who are supposed to be 
influencing legislation without the 
benefit of registration under the 
Lobbying Act of 1946. 


* % oo 


Returning congressmen will get 


The Survey showed an_ estimated 
adult population for the City and 
Retail Trading Zone of 1,065,400 
people. The number of reported 
“readers per copy” was derived by 
dividing total estimated adult readers 
by circulation totals. Circulation 
figures used were Audit Bureau of 
Circulations Publisher statements of 
the average City and Retail Trading 
Zone circulation for the six months 
period ending September 30, 1946. 


* © 1946, American Association of Advertising Agencies. 


Represented nationally by 


DAN A. CARROLL, 110 E. 42nd ST., NEW YORK CITY 
THE JOHN E. LUTZ CO., TRIBUNE TOWER, CHICAGO 


The Evening Star showed an average 
number of 2.3 adult readers per copy 
—460,300 people—more than read 
any other Washington paper 


\t 


AX 


\\ 


The Sunday Star showed an average 
number of 2.7 adult readers per copy 
—566,800 people—more than read 
any other Washington paper. 


FACTS NO. 1, 2, 3, 4, 5, 6 AND 7 TO REMEMBER 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D. C., 
you reach 


—more people 

—more people with money to spend 
—more women 

—more men 

—more heads of families 

—more homes 

—more readers per copy 


with The Star than you reach with any 
other paper. 


a sizable request for emergency 
funds for expanded Voice of 
America radio broadcasts and 
other overseas information work. 
A starvation budget this year 
forced severe pruning in State De- 
;partment’s information staff. 
Nearly 75% of the radio program- 
ming is now done under contract 
by NBC and CBS. Now that many 
congressmen have had opportun- 
ity to study the overseas situation 
first hand, the department hopes 
for more generous treatment, in- 
cluding basic legislation setting up 
a permanent “information” pro- 
gram. 


* * 


Food and Drug Administration 
feels government’s regulation of 
drug labeling is at stake in a case 
accepted by the Supreme Court 
last week for review. As it stands 
now, the lower court says Food 
and Drug cannot interfere with a 
Columbus, Ga., druggist who sells 
sulfathiazole tablets, despite the 
fact that it is agreed among man- 
ufacturers and wholesalers that 
the tablets should be sold only by 
prescription. The lower court says 
the druggist is not engaged in in- 
| terstate commerce. Food and Drug 
_ contends labeling at the manufac- 
|turing and wholesaling levels is 
useless if the retailer can do as he 
pleases. 
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Your 


advertising gets 
more readers per 


thousand circulation 


in POPULAR MECHANICS 


because our readers— 
— having the P. M. 
Mind—read ads 


deliberately! 
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‘Read the Label,’ 
CIO Publication 
Advises Shoppers 


WaASHINGTON—CIO’s Department 
of Education advises hard-pressed 
housewives to “read the label” for 
the best buys, and be a little skep- 
tical about highly advertised 
brands. 

Addressing the women with a 
$40 to $50 family income, CIO’s 
“Economic Outlook” said: “Use 
an eagle eye and be sharp shop- 
pers” if you want to stretch your 
dollars. 

CIO called for more government 
standards to improve labeling of 
foods, clothing and other cost-of- 
living items. It advised house- 
wives to follow Consumer’s Union 
for advice on the best brands, and 
to go to co-ops for “management 
with your interest at heart.” 

“It is poor policy to depend on 
brand alone for service or qual- 
ity,’ CIO said. “When you buy 
an advertised brand, you pay for 


you need him, we have 
him — the man who can 
make or break your sales. 


Take a peek at our reader- 
ship and see what we mean. 
More than 102,000 D-Men 
depend on this Only Na- 
tional Business Daily. They 
average a 75.6% readership 
of all pages. That’s thor- 
oughness! 


They’re consistent subscrib- 
ers, too. Just look at the 
76.8% renewal rate — one 
of the highest known for 
any publication. 


You just can’t find finer 
business prospects anywhere. 
In fact, when it’s a matter 
of reaching management ex- 
ecutives economically, where 
else can you get more D- 
Men per advertising dollar? 


Just look at the facts. Cir- 
culation now exceeds 112,- 
000 (tripled since 1942). 
And the page cost per thou- 
sand is less than half the 
pre-war figure! No wonder 
The Wall Street Journal is 
today’s best advertising buy! 


Don’t fail to put it on your 
1948 business executive list. 


*Decision Maker — Owner, Man- 
ager, Department Head, Purchas- 
ing Agent, or Company Official. 


the advertising in addition to the 
product.” 

“This does not mean of course 
that every unadvertised brand is 
high quality or a good buy. It 
means you may get a better buy 
when you select an unadvertised 
brand. It also means that the ad- 
vertised brand may not be the 
best buy for your money.” 

The publication calls for more 
informative labeling and advertis- 
ing. “Labels should contain help- 
ful information on grades, quality, 


performance,” it said. “Advertis- 
ing should have more information 
and less ballyhoo; it should tell 
the complete truth.” 


Plans Branch Store 


F. & R. Lazarus & Co., Colum- 
bus, O., the Columbus unit of Fed- 
erated Department Stores, Inc., has 
purchased a downtown site at 
Church and N. Third Sts., Newark, 
O., for a branch store. Immediate 
construction is not planned be- 
cause of high building costs. 


Appoints Walker V.P. 


M. J. Walker, sales manager, 
has been appointed vice-president 
in charge of sales of Pioneer Gen- 
E-Motor Corporation, Chicago, 
manufacturer of power and hand 
lawn mowing equipment, electric 
hedge trimmers and _ electric 
power: plants. 


Offers Building Info 
Western Electric Company, New 


York, has issued No. 9 of the 
booklets “Western Electric Oscil- 
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lator.” This issue is for the most 
part devoted to the architecture 
of broadcasting transmitter build- 
ings. Suggested procedures, ex- 
amples of present-day construc- 
tion, and suggestions of future 
trends are offered as an aid in 
planning new facilities. 


Greene Adds Associates 


Albert M. Greene, publishers’ 
representative, has become Albert 
M. Greene Associates, with new 
offices at 171 Madison Ave., New 
York. 


HAPPY HOLIDAY says: 


H-m-m! I must be catching on....... 
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KSUI Begins Operations 

KSUI, FM station of the Uni- 
versity of Iowa, started operations 
on a regular schedule Oct. 6. The 
station will be on the air daily 
except Sunday from 5:30-7:30 
p.m. 


Names Federated Sales 


Metalure Company, Baltimore, 
manufacturer of fishing tackle, has 
named Federated Sales-Advertis- 
ing Service, Boston, as its mar- 


keting counsel. 


M-K-T Advances Cring 


M. R. Cring, director of pub- 
licity and advertising of the Mis- 
souri - Kansas - Texas Lines, has 
been appointed assistant to the 
president, in charge of public re- 
lations. 


Joins Keelor & Stites 


E. R. Collard, formerly adver- 
tising manager of Crown Overall 
Mfg. Company, has been named 
an account executive of Keelor & 
Stites, Cincinnati agency. 


O’Brien Plugs 
Linoleum Finish 


SoutH BEnp, Inp.—Factory and 
cooperative newspaper ads are 
telling the story of Clear Coat, a 
new linoleum finish, as it makes 
its debut market by market in the 
Midwest. 

O’Brien Corporation here intro- 
duced the product last month with 
650-line ads in the South Bend 
Tribune. Initial sales of the new 


finish, as a result of the series, 
were so successful that a similar 
drive was put on in Indianapolis, 
and expansion into other markets 
is planned. 

The Clear Coat copy emphasizes 
its no-polishing and _ non-slip 
characteristics, the manner in 
which it waterproofs the linoleum, 
prevents it from curling, warping 
and bubbling, and the fact that 
it dries for use in two hours. 

Mats for additional co-op news- 
paper insertions are available to 


now won over 800,000 ! 


(all blue chip families, too) 


for advertisers: 


The most responsive new market 
today is exclusive with 


chips —bl 


ue chips! 


—a 


ui ment ; 
pe, P gazine 


Holiday ™# 


HOLIDAY 


A CURTIS PUBLICATION 
INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


dealers, and full pages in paint, 
building and hardware trade pub- 
lications during October and No- 
vember will be used to extend dis- 
tribution. : 

Carter, Jones & Taylor handles 
the account. 


Bensinger Advanced 


C. G. Bensinger, vice-president 
and general factories manager of 
the glass container division of 
Owens-Illinois Glass Company, 
has been appointed vice-president 
and general manager of the Pa- 
cific Coast division, with head- 
quarters in San Francisco. Ken- 
neth C. White, sales promotion 
manager of the glass container 
division, has been named general 
sales manager of the Coast divi- 
sion. 


In Track 
Events 


means: on your 
mark; get set, go! 


But IN DALLAS 
—FORT WORTH 


its 
1 STATION 


WFAA 


2 FREQUENCIES 


820 - 570 


3 NETWORKS 
NBC - ABC and 
Texas Quality 


It’s as easy as 1-2-3 to 
SELL the DaLtas-Fort 
WortH MarKeET with 


WFAA 


radio service of the 
Dallas Morning News 


Represented Nationally by 
Epwarpb Petry & Co., INc. 
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NOW OVER 


90,000 


CIRCULATION ‘current averace) 
ST. JOSEPH NEWS-PRESS 
St.Joseph Oazette 


Piedmont Names Fassett 


Catherine Lewis Fassett, for- 
merly assistant radio time buyer 
of Earle Ludgin & Co., Chicago, 
has been appointed media execu- 
tive of Piedmont Advertising 
Agency, Salisbury, N. C., effec- 
tive Nov. 1. 


TOP paid circulation 
and TOP PULL 

in the $500,000,000 
Radio Serviceman 
market... 


give you all 
details ... 
for it today. 


Our brochure will 


Send 


7 LORE SSRI Raa 
( BOLAND & BOYCE INC., PUBLISHERS ) 
iin eel 


46@ Bloomfield Ave., Montclair 4, N. J. 


EVERYTHING IN RADIO AMD ELECTRONICS FOR THE 
RADIO SERVICE TECHNICIAN 


the 


Dictograph Allots 


$50,000 to/Launch 
Its ‘Mystic Ear’ 


New York — Dictograph Prod- 
ucts, hearing aid manufacturer, 
will spend $50,000 between now 
and Jan. 1, 1948, in cooperative 
newspaper ads to introduce its 
“Mystic Ear” device, designed to 
improve radio and telephone re- 
ception for persons using hearing 
aids. 

The instrument was developed 
during the war and was used by 
the OSS to pick up enemy tele- 
phone conversation without detec- 
tion. 

Advertising copy will be placed 
in newspapers, with the cost to be 
shared by dealers and the com- 
pany. Hirshon-Garfield, Inc., is 
the agency. 

Stanley Osserman, Dictograph’s 
chairman, said the new device “‘in- 
tercepts and diverts telephone or 
radio sounds into the hearing aid 
before they reach the loudspeaker 


or receiver.” The attachment is 
housed in a small plastic case 
about two inches long, equipped 
with a small rubber suction cup 
for securing the device to the tele- 
phone receiver or radio set. 


NBC Advances 
Knode and Webb 


Thomas E. Knode has been 
named director of the press de- 
partment of National Broadcast- 
ing Company. Assistant manager 
of the department for two years, 
he succeeds Sydney H. Eiges, who 
has been appointed vice-president 
in charge of press. 

William E. Webb, formerly man- 
ager of public service promotion 
for NBC, has been appointed sales 
promotion manager for television. 
He has been associated with the 
network for more than 11 years. 


To Fitzgerald Agency 

Fitzgerald, Inec., Providence, 
R. I, has been named by the 
Rhode Island State Civil Service 
Department to direct its advertis- 
ing. Newspapers and radio will 
be used. 


SELL THE PEOPLE 


95,000,000 BUYERS WEEKLY! 


YOUR ADVERTISING 
0 tnetled ty 
THE HOLLYWOOD REPORTER 


* 6. most influential trade paper in 
the Motion Picture industry Newsweek 


ECHR PORTER 


Ww DA 


WHO INFLUENCE 


ket data brochure: 
consumer data on the richest, most influential market of them all. For your copy, write to the Assist- 
ant to the Publisher, THE HOLLYWOOD REPORTER, 6715 Sunset Blvd., Hollywood 28, California. 


Get your copy=— MOTION PICTURE MARKET DATA BROCHURE: 


“HOW TO WIN HOLLYWOOD SALES AND INFLUENCE NATIONAL BUYING HABITS” 


Star producers, directors and writers, the names you see on screen credits, read THE HOLLYWOOD ester 
* REPORTER faithfully every day. What these people do and wear, in motion pictures seen by 95,000,000 2 Rep MY cag 
people weekly, frequently become national vogues overnight. Sweaters or statuary or zippers, Ameri- 
can buying habits and living customs are affected more by films than by all other media. NATIONAL 
ADVERTISERS: For double-barreled advertising results tell your story to the high-income readers of 
THE HOLLYWOOD REPORTER, a profitable market in themselves as well as in their millions of ad- 
miring imitators. To move merchandise of all kinds, for institutional and public relations advertising, 
and to instigate nation-wide customer habits use—THE HOLLYWOOD REPORTER . - - LEADING ed 
in readership, advertising and authority among industry publications. NEW AND AVAILABLE: mar- a 
“How to Win Hollywood Sales and Influence National Buying Habits” 


with vital 


's ‘Roses’ 
ezel At MPC 


*Re-Release 


Stromberg 
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Start Two-Week 
Brand Name Test 
in Greenfield 


GREENFIELD, Mass.—A two- 
week test to determine the effects 
of promotion on brand name buy- 
ing gets under way here today 
(Oct. 20), with Brand Names 
Foundation and leading national 
advertisers cooperating. 

Fact Finders Associates will 
make before-and-after surveys of 
public opinion, and merchants are 
to record their sales of branded, 
unbranded and private label mer- 
chandise. 

Greenfield—which has a retail 
trading area population of 55,000 
—will feature slogans like “Green- 
field Sponsors America’s Brand 
Names” and “Buy the Known 
Brands.” BNF’s material will be 
used by home economics teachers, 
and classes will be held for retail 
salesmen and consumers. 

Manufacturers already tied in 
with the promotion include Gen- 
eral Motors Corporation, Botany 
Mills, Coca-Cola Company, Stand- 
ard Brands, Sterling Drug, Radio 
Corporation of America, National 
Mallinson Fabrics Corporation, 
Vick Chemical Company, Borden 
Company, Bristol-Myers Com- 
pany, Julius Kayser & Co., A. 
Stein & Co., McCall Corporation, 
Marlboro Shirt Company, Asso- 
ciated American Artists, J. A. 
Wright & Co., National Carbon 
Company, Glendale Knitting Cor- 
poration, Duofold, B. Kuppen- 
heimer & Co. and Beau Brummel 
ties. 

As in the Pathfinder promotions, 
which this resembles, the weeks 
will have queen-crownings, dis- 
plays, jamborees and a final din- 
ner at which manufacturers with 
50-year-old brands will receive 
certificates (AA, Sept. 29). 


Maps Holiday Drive 
for Simmons Blanket 


Simmons Company, New York, 
will schedule pre-Christmas four- 
color page advertisements in Life 
and The Saturday Evening Post 
to promote the Simmons electronic 
blanket. Three newspaper mats 
will be offered to dealers for local 
tie-in advertising, as well as a 
large countercard for store dis- 
play. Christmas gift certificates 
will be available in booklets of 10 
for dealers, and radio scripts 
adapted to station-breaks and one- 
minute commercials, together with 
mailing literature with space for 
local dealer name _ imprinting, 
complete the promotion plan. 

Geyer, Newell & Ganger, New 
York, is the agency. 


. v . 

Edits Life’ Travel 

Life has promoted Maria Ser- 
molino from editor of fashions and 
women’s features to editor of a 
new travel department, which will 
include straight travel stories as 
well as stories of adventure and 
exploration. Sally Kirkland, for- 
merly with Vogue, will handle the 
fashion end of Miss Sermolino’s 
former coverage. 


Promotes Weather-Zip 

Sidney M. Goldberg Company, 
Boston, has launched a campaign 
in Esquire and Pic, plus trade pub- 
lications, to introduce a new 
een Weather-Zip men’s 
coat. 


“Extras” You'll Find Only in 
THE SPORTING GOODS DEALER 


2 — THE GREATEST READER 
INTEREST... 


Sporting goods buyers every- 
where regard THE DEALER 

as “The Spokesman of the 
Trade”, 


One reason why advertisers 
who want results use THE 
DEALER...St. Louis 3, Mo. 
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“THE BATTLE OF THE GIANTS—MEETING OF PADDY RYAN AND JOHN L. SULLIVAN IN THE GREAT CONTEST FOR THE HEAVYWEIGHT 


Courtesy of Bettmann Archive 
CHAMPIONSHIP OF THE WORLD AND FIVE THOUSAND DOLLARS STAKES, NEAR NEW ORLEANS, LA., FEBRUARY 7, 1882.” 


In the planning of an advertising sched- 
ule, the market to be reached is, of 
course, the most important considera- 
tion. The richer the market, the more 
concentrated attention it should receive. 


In 379 counties in The Industrial North 
and East live 36% of the families of the 
U. S. These account for 42% of the total 
retail sales, 44% of the food and 38% of 
the drugs. This is a “pay-off market.” 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 


SUNDAY PUNCH 


FIRST 3 has a 48% coverage in these 379 
counties. And what’s more, FIRST 3 has a 
46% coverage in 1600 cities and towns. 
and a 75% coverage of the families in 
the rich metropolitan areas of New York, 
Chicago, and Philadelphia. This is “pay- 
off coverage.” 


FIRST 3 in addition offers sections of 
“highest reader traffic” in the first news- 
papers of the FIRST 3 cities—The New 


York Sunday News, The Chicago Sunday 
Tribune, and The Philadelphia Sunday 
Inquirer. Your choice of either (1) the 
picture-rotogravure section and maga- 
zine combination, or (2) the picture- 
roto sections of all three newspapers. 
Roto and color-gravure reproduction in 
all sections offers maximum package and 
product identification. Here’s a “Sunday 
Punch that pays off.” 


PHILADELPHIA SUNDAY INQUIRER 
NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 


Rotegrauure » Colergrauure 
Picture Sections +» Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 * 155 Montgomery Street, San Francisco 4, GArfield 11-8946 
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Trade Practice 


Conference Law 
Urged by Mason 


Offers Anti-trust 
Immunity in New 


FTC Proposal 


WasHINGTON—They can’t fence 
Lowell B. Mason in. 

The FTC’s stormy petrel let it 
be known last week that he would 
like formal congressional approval 
of the trade practice conference 
procedure as a major method of 
dealing with questionable business 
practices common to particular in- 
dustries. 

Only six weeks ago Mason and 
his four fellow commissioners had 
joined in a statement of policy 
agreeing that industrywide han- 
dling of such issues should be ap- 
propriate in many types of cases. 

Mason broke his subsequent 
silence in an appearance before 
the American Bar Association in 
Chicago during the week, where 
he distributed a proposed draft of 
legislation writing into law pro- 
cedures used by the commission 
since its founding. 


Assures Immunity 


The Mason legislation went be- 
yond the commission’s procedures, 
however, to assure anti-trust im- 
munity to any industry member 
complying with a rule prepared 
under the trade conference proce- 
dure. 

In his talk to the bar group, 
Mason repeated many of the criti- 
cisms of the commission’s proce- 
dures which he had made prior 
to the “unanimous” statement of 
policy defining the use of the trade 
practice method last August. 

He talked about the govern- 
ment’s “anti-trust racketeers;” as- 
serted that the public must be 
“disabused” of the “pap being fed 
it,” and said that the government 
is St. George and business is the 
dragon. 


Suggests Going Farther 


“Instead of talking about vested 
interests in business, let us in- 
quire if there be vested interests 
in the agencies of the government,” 
said Mason. 

“Instead of laughing at the an- 
tiquated ‘tenements on wheels,’ as 
Robert Young describes our 25- 
year-old sleeping cars, let us weep 
over 33-year-old methods of deal- 
ing with the problems of fair trade 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work we are 
regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
“SERVICE METHOD of opera- 
tion. Ad-Setting, Engraving 
and Printing... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 


400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


still in vogue in Washington.” 

Mason told the bar group: “It 
is a fact that the commission is 
not now recognizing the validity 
of the trade practice procedure as 
a substitute for trials in all phases 
of our work where the end result 
of law compliance can be accom- 
plished without engaging in cum- 
bersome, lengthy and inequitable 
hit-or-miss prosecutions. 

“At present we only recognize 
trade practice procedures as a sub- 
stitute for trial prosecutions in a 


very small area of cases, namely, 
false and misleading advertising, a 
relatively unimportant segment of 
the economic problems facing our 
country today, and one which is 
being quite effectively dealt with 
by private industry through local 
Better Business Bureaus.” 


Authorizes Investigation 


Mason’s trade practice confer- 
ence legislation authorizes the 
Secretary of Commerce, FTC or 
Attorney General to call for an 


industrywide investigation to de- 
termine whether questionable 
practices exist which could be met 
through the conference method. 

If the investigation leads to an 
industry conference and tentative 
rules are issued, government of- 
ficials and industry members are 
afforded an opportunity for fur- 
ther comment. A special provision 
enables the Department of Jus- 
tice to challenge any proposed rule 
which may conflict with the anti- 
trust laws. 
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Mason has long argued that the 
existing case-by-case approach has 
failed to stem anti-trust offenses. 

“It is time industry stopped 
leaning on government for its vir- 
tue, and developed some moral 
self-reliance of its own. And it’s 
up to government to help by shift- 
ing this public responsibility to 
the shoulders of private industry 
as fast as business men can take 
it,’ he says. 

Mason argues that trade practice 
conferences enable business men 


Le she nule about you? 


The acquisitive instinct of Woman's Day’s more than 3,000,000 women readers 
is surpassed only by their collective ability to buy. In ’48, for example, these prudent 
provident housewives will have at their disposal no less than $10,287,000,000 


with which to satisfy their families’ appetites for 


$3,726,000,000 for Food and Drink 


$1,863,000,000 for Housing, Household Appliances and Furnishings 
$1,377,000,000 for Clothing 


$ 648,000,000 for Transportation and Recreation 


$ 291,000,000 for Drugs 
$ 243,000,000 for Personal 


Services 


b 


Further, consider that (1) 71% of Woman’s Day readers are concentrated in cities of 10,000 


and over. (2). Woman’s Day readers comprise the greatest percentage of housewives 


and mothers of any women’s service magazine. (3) Woman's Day enjoys the greatest 
single copy sale (100%) of any magazine in existence. (4) Woman’s Day (without 
advertising inducement) has received more than 600,000 reader letters, more than 700,000 
requests for instructions in a single year. (5) Woman’s Day readers constitute the greatest 


concentration of price-conscious, economy-minded women in these United States. 


Advertisers who count costs court women who count pennies. 


because buying is a woman’s business: 


a Woman Day is never done ? J 
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to understand and comply with the 
law. Case-by-case prosecutions 
merely “erect gibbets along the 
highways of commerce to frighten 
the industrial peasants into the 
ways of righteousness,” he be- 
lieves. 

Asserting that he _ directed 
preparation of Darrow board re- 
ports which led to the death of 
NRA “long before the Schecter 
decision,” Mason denies that the 
trade practice codes mean an- 
other NRA. 


“Let’ those who would utter 
their cliches against big business 
and monopoly get off their white 
charger of glittering generalities 
and offer some better administra- 
tive machinery to bring a reign of 
law in commerce than those which 
I propose and I will join them,” 
Mason says. 


Industrial Admen Elect 
Kenneth G. Niblack, Melvin F. 

Hall Advertising Agency, Buffalo, 

has been elected president of the 


Niagara Frontier Industrial Ad- 
vertisers. Other officers elected 
are: Fred Stubinger, sales pro- 
motion manager of the Buffalo 
Forge Company, vice-president, 
and John R. Owen, secretary- 
treasurer. 


Names Cayton Agency 

Pioneer Scientific Corporation, 
New York, polaroid filters and 
products, has appointed Cayton, 
Inc., New York, to handle adver- 
tising. Magazines and _ business 
papers will be used. 


Majority Boost 
Local Ad Rates, 
PNPA Is Told 


HARRISBURG, Pa.—Sixty-five per 
cent of Pennsylvania newspaper 
publishers have increased their 
local advertising rates within the 
past year and 33% have announced 
national rate boosts, R. D. Daley, 
advertising director of the Erie 
Times, reported to delegates at- 


31 


tending the 23rd annual conven- 
tion of the Pennsylvania News- 
paper Publishers’ Association here 
Oct. 10-11. 

Mr. Daley, reporting on results 
of a survey as a member of the 
PNPA Advertising Committee, said 
because of the various percentage 
and space methods used by news- 
papers in announcing rate in- 
creases, an average could not be 
determined. 

Results of the survey, he said, 
“indicate that advertising rates 
generally are being raised and 
publishers should not have any 
hesitancy about revising out- 
moded rate schedules. 


‘Should Be Expected’ 


“Merchants and other advertis- 
ers today are paying more for 


everything that goes into the con- ° 


duct of their business, and in- 
creases in advertising costs should 
be expected,” Daley said. 

About 500 representatives of 
newspapers attended the conven- 
tion, largest in PNPA history. 
Thirty-six additional papers were 
admitted to membership in the 
association, bringing the total to 
268. 

John H. Biddle, Huntingdon 
News, was elected president, suc- 
ceeding William L. McLean Jr., 
Philadelphia Bulletin. Carlton U. 
Baum, Central News-Herald, Per- 
kasie, was named vice-president. 
Howard Reynolds, Quarryville 
Sun, who for years served as sec- 
retary-treasurer of the group, de- 
clined another term because of ill 
health, and William A. Helman, 
Irwin Republican Standard, was 
named to the post. 


Goodman Joins McKeown 


Ronald Goodman, formerly pub- 
licity manager of Ekco Products 
Company, has joined the execu- 
tive staff of Mitchell McKeown 
Organization, Chicago public re- 
lations counselor. 


Names Erdman 


Kenneth W. Erdman, formerly 
advertising manager of the Amer- 
ican Casualty Company, has been 
named director of the market re- 
search department of Beaumont, 
Heller & Sperling, Reading, Pa. 


bright idea 


right printe 


xceLto Press... 


LITHOGRAPHERS + PRINTERS + BINDERS 
400 NO. HOMAN AVENUE, CHICAGO 24, It. 
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FAIRCHILD BUSINESS PAPERS - THE HEART OF THE BUSINESS NEWS 


Acres of new space for a Faster news job 


There it is — the New Fairchild Building . . . scheduled to 
be completed early next year. It was specifically de- 
signed to improve our particular job in our specialized fields 
— to gather the business news around the world for the 
business people around the world . . . and do it faster! 


Twelve floors — plus a basement ... three acres of 
usable space . . . to be exact, 124,891 square feet — 
and we need every foot of it in addition to the 50,000 feet 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


in the old building . . . in addition to the space we have 
in Chicago, St. Louis, Washington, on the West Coast and 
all the other Fairchild offices flung around the earth. 


We should have done this long ago because we busted 
out at the seams long ago... we've been sitting in each 
other's lap for a long time . . . 1,361 full time workers. . . 
plus 327 correspondents scattered around the world — all 
making business news for our 117,079 subscribers. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N.Y. Phone ORchard 4-5000 


Covering the Textile. Apparel, Home Furnishings and related industries 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 


MEMBER AUDIT BUREAU 
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Again this week, the Corner must dis- 
appoint those of its ardent fans who write 
in to “sock ’em again—they’re still 
breathing.” For this advertisement for 
Dole pineapple products comes as close 
to this Corner’s ideal of good, sound sell- 


You Ought toKnow . 


In 1915, a well-built young Harvard 
graduate in white cap and overalls 
walked into an Omaha packing plant and 
started his first full-time job — shaving 
hogs. A 

Fifteen years and 13 
jobs later (all with the 
same company) Jo- 
seph Spang was made 
vice - president in 
charge of sales for 
Swift & Co. In 1938, 
he moved over to Gil- 
lette Safety Razor 
Company as executive 
vice - president and 
member of the board. 

And 79 days after 
joining Gillette, he 
was elected head of the international or- 
ganization. 

It wasn’t easy. Joe Spang didn’t rise 
to the top on the elevator of family posi- 
tion, as so often happens with native 
Bostonians. He had his coat off most of 
the time, an ability to unleash that extra 
spurt of energy which often means the 
difference between success and failure, 
and a sense of humor to smooth out the 
rough spots along the way. 

Born in Boston on Feb. 1, 1893, Joseph 
Spang started work as a bank runner in 
the Merchants Bank at $5 a week during 
the summer vacations at Harvard Col- 
lege. He was on his toes every minute, 
and everyone seemed to take it for 
granted that Joe would enter the bank 


J. P. Spang Jr. 
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ing as any advertisement it has seen in 
many a moon. The suggestions for use 
are as compelling as they can be—and 
much more inducive of purchase than the 
wildest claims of superiority. A splendid 
contribution to the cause of sound selling 
advertising. 


eo oJ. P. Spang Jr. 


after graduation from Cambridge, in- 
cluding Joe himself. 

Almost before he unrolled his diploma, 
Joe presented himself to the president of 
the bank. There was a note of impati- 
ence and eagerness in his voice as he 
said: “Well, here I am, ready to learn 
the banking business.” 

The bank president looked at young 
Spang for a moment that seemed in- 
finitely longer, and replied: “No, you 
want to learn something about business.” 

“What business?” Spang finally man- 
aged to get out. 

“The meat packing business,” said the 
president, leaning forward. “You see, 
they operate on very close margins, and 
have to be on their toes every minute.” 

Spang shook hands with the bank of- 
ficial and walked out. His step was a 
little slower, but his shoulders lifted a 
bit as he made his decision. A short time 
later, he was looking for a job among the 
packers in Chicago. And it wasn’t very 
long before he had the white overalls on, 
and was putting in hard, gruelling hours 
shaving hogs. 

His next job with Swift was that of 
hog buyer. He barely had time to ex- 
ercise his Yankee trading ability, before 
America was in the first World War. 
Typically, he enlisted. He wound up in 
the balloon corps, then a part of the sig- 
nal corps, with the promise that he would 
be promoted to a first lieutenant before 
his gold bars were tarnished. 

Months later, when the war was over, 


Spang was still in Omaha, and he still 
wore the gold bars, having met a fate 
that many eager young airmen experi- 
enced in World War II. One word tells 
the story—instructor. 

Promotions came faster after his re- 
turn to Swift. The 13 jobs included those 
of general manager of various Swift 
branches across the country, two of 
which were Harrisburg and Cleveland. 

It was in these two places that he de- 
veloped an intense interest in morale and 
personnel problems, as well as those of 
production, merchandising and sales. “I 
found,” says Spang, “that the payoff is in 
results. If a man will take responsibility, 
he can have it. Personally I’ll give him 
all he can take.” 

He had an opportunity to exercise and 
prove his theories of human nature when 
he reached the management level in 1930, 
succeeding Harold Swift as vice-presi- 
dent in charge of sales. Eight intensely 
interesting and pleasant years followed. 

In 1938 Joseph Spang received an offer 
to become executive vice-president of 
Gillette. Having met the American god- 
dess Success the hard way, he was in no 
hurry to return to Boston to exercise his 
talents in a new business. 

He considered the offer for six months 
before he finally severed his 23-year as- 
sociation with Swift, in October, 1938. 
Three days before Christmas, the board 
of directors elected him president of the 
Gillette Safety Razor Company. 

In the best sense of the word, Joe Spang 
Jr. is a sportsman. And, he reasoned, 
most men are also interested in sports. 
Most men also shave. The idea was a 
“natural.” Less than a year after Spang 
joined Gillette, the company paid the 
Baseball Commissioner $100,000 for per- 
mission to broadcast the World Series, 
with the contract based on a four-game 
series, with any games over the basic 
four as lagniappe for Gillette. 

Collectively and individually, eyebrows 
lifted in the advertising world. But the 
Gillette Cavalcade of Sports has become 
a byword wherever men gather to hear 
the series, the All-Star game, champion- 
ship fights and other outstanding sport- 
ing events. The slogan: “Look sharp— 
Feel sharp—Be sharp” has come to be 
expected by sports fans. 

This year, the World Series broadcasts 
had one of the largest radio audiences in 
history. Nearly 600 stations in the West- 
ern Hemisphere carried the programs in 
English, French and Spanish. It cost the 
company $175,000 for radio rights, and in 
the next four years, Gillette and Spang 
plan to spend $625,000 for permission to 
broadcast alone. More people saw the 
series this year, also, since the company 


spent another $75,000 for television 
rights. An audience of 2,000,000 people 
is estimated to have watched the games. 

Has it paid? This year, the Gillette 
factory in Boston is operating at. the 
highest production rate ever attained in 
the 46 years of Gillette history. Even 
though labor costs, costs of materials and 
maintenance have increased, its prices 
have not. Joe Spang just sells more 
razor blades, and the result shows in the 
profit column. 

And he personally attends most of the 
sports events whose broadcasts are paid 
for out of the $1,500,000 Gillette radio 
budget, not just as an advertiser, but be-+ 
cause he likes races, ball games and box- 
ing matches as much as his customers do. 

The company’s ad program is not all 
directed at radio, however. Thirty-three 
cents out of every ad dollar spent this 
year goes to newspaper promotion. Most 
of the space is on the sports pages, and 
reminds the readers that they can listen 
to the Gillette-sponsored event on the 
radio. This is the tenth year that comic 
supplements have been used to push thin 
Gillette blades, and. they have now cap- 
tured an important part of the low-price 
market. 

Joseph Spang doesn’t credit himself 
with Gillette’s improved marketing posi- 
tion. He points to his organization as 
the men responsible for the good work. 

And yet he has some definite ideas 
about expansion. The company now does 
business in all parts of the world, except 
Russia, and Spang wishes that he could 
get in there. Dollar balances and the 
dollar “shortage” don’t particularly worry 
him. He believes that now is the time 
to build foreign business. _ 

If they can’t pay in dollars, says Spang, 
operate on a barter basis. And when 
barter is impractical, let the credits pile 
up. Some day, he feels, the present post- 
war barriers will be lowered, and the 
money will be there for his company. 

His current interest, after hours, is the 
Massachusetts division of “Junior 
Achievement,” of which he is chairman 
of the board. In addition, he is regional 
vice-president of the National Associa- 
tion of Manufacturers, vice-president of 
Associated Industries of Massachusetts, 
Overseer of the Boys’ Club of Boston, a 
director of Pacific Mills and a member of 
the Corporation of Northeastern Uni- 
versity. 

His interest in youth groups is not a 
passing fancy. Two sons, Joseph Spang 
III, 13, now at Brook School, North And- 
over, Mass., and Thomas, a freshman at 
Harvard, make his concern with the 
position of youth in American life a per- 
sonal matter. 


/ he / ag - OV NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


11 WAYS TO STIMULATE REPLIES 


Now that all advertisers are experienc- 
ing higher inquiry costs, it. is time to 
study your copy to see if any of the time- 
tested “hooks” have been omitted from 
your offers. 

In the war days, almost any offer would 
pay. Many advertising managers and 
copywriters thought that all that was 
needed to make an advertisement or di- 
rect mail piece pay was their blessing. But 
it’s different now! The public is more dis- 
criminating. There is less loose money 
available. Study your offers, analyze the 
motives that stimulate replies. Here are 
11 offers you can make to get quicker 
action, get more replies, without increas- 
ing your space: 

1. Offer a free booklet describing your 
merchandise or service. 

2. Offer to send a free sample as a 
“convincer.” 

3. Offer a 5-days free trial of your 
merchandise. 


4. Offer your merchandise for a limited 
time only. 

5. Offer a premium to get action. 

6. Offer a miniature model to better 
visualize your merchandise. 

7. Offer a novelty tied up with your 
product. 

8. Offer your merchandise dramatically 
at a new low price. 

9. Offer a time limit before the price 
goes up. 

10. Offer a limited supply of your mer- 
chandise. 

11. Offer your merchandise exclusively 
to prospects by using numbered order 
cards in your direct mail. 

Every mail order advertisement or di- 
rect mail piece features (or should) one 
or more of these action-getting offers. 
Check your offers to make sure that you 
are taking full advantage of offers that 
click. 
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Advertising in the Test Stage 


Newspaper Test 
Used to Uncover 
Market Potential 


Cuicago—Can a newspaper cam- 
paign popularize a product for- 
merly sold to a distinct segment 
of the consumer market? 

That is the question Hallicraft- 
ers, Inc., believes it has answered 
affirmatively with its series of 
test campaigns, two of which are 
now under way in New York and 
Chicago, boosting high frequency 
and FM receivers to a wider sec- 
tion of the public. 

For years, Hallicrafters’ radio 
production has gone largely to 
radio “hams,” foreign governments 
and export. Believing that there is 
a larger market for the sets among 
people who like precision instru- 
ments, the company early in July 
launched a cooperative newspaper 
test in the New York area with 
the Davega Stores, its distributor. 

In the three months ending Oct. 
1, $30,000 was spent cooperatively 
on newspaper advertising. Sales 
directly traceable to the drive 
were over the $245,000 mark. Re- 
sults were so encouraging that the 
New York ads are to continue in- 
definitely. 


Additional Evidence 


Additional evidence that co-op 
newspaper copy can open new 
markets to a specialized product 
came from a similar test in Chi- 
cago. On Sept. 28, the company 
and Hudson-Ross, which operates 
three stores here, took a four-color 
page in the Sunday Chicago Trib- 
une’s theater and drama section. 
This opener, backed by window 
displays in the stores, resulted in 
sales of 155 units for a volume of 
$11,000, within a six-day period. 

The copy pitch features the 
“radio that amazes the experts.” 
The entire line was redesigned last 
year by Raymond Loewy, as the 
first step in a long-range plan to 
extend its popularity beyond the 
limits of radio hams and _ tech- 
nicians, and the color illustra- 
tions give the new designs a big 
play. 

Receivers featured in the co-op 
promotion range in price from 
$47.50 to $275, with the standard 
long and short wave AC-DC table 
model selling at the lower price. 

As a result of the effective 


“The Texas Rangers” transcrip- 
tions of western tunes are tops in 
quality of content. The price is 
reasonable — scaled to the size of 
the station and market. Available, 
too, at cost is an attractive song 


book for give-away or self-liqui- 
dating offer. ; 
Write or Wire for Complete Details 


The Texas Rangers 


AN ARTHUR B. CHURCH PRODUCTION 
Geo. E. Halley, Mgr. Syndicated Features 
PICKWICK HOTEL, KANSAS CITY 6, MO. 
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|drive in the dailies, the proposed 
|factory run of 20,000 table models 


‘had to be stepped up to 30,000, 


necessitating retooling. The latter 


|figure is one of the longest pro- 


duction runs known on this size | 
| 


set. 

Almost simultaneously with the 
Chicago kick-off ad, the company 
unveiled plans for expanding its 
line of eight recently introduced 
consoles, combinations and tele- 
vision receivers to smaller deal- 
ers in outlying metropolitan areas. 
Hallicrafters’ new network of re- 
tailers will handle the line with 
a price range of $300 to $795. 

Burton Browne Advertising here 
directs the account. 


SPUR TURKEY SALES 


DENVER — Maplecrest Turkey 
Farms will launch a test campaign 
in the Denver area Nov. 1 in an 
effort to move 900,000 pounds of 
gobblers which heretofore have 
been shipped to eastern whole- 


‘ver and Willman, 


salers. 

The drive, through Bob Betts, 
Advertising, will use car cards, 
radio, restaurant menu space, co- 
operative newspaper copy and 
dealer helps. Boosted freight rates 
to the eastern market induced the 
local test. 

Tne coimpany, operating in Den- 
Ia., processes 
and brands the Maplecrest tur- 
keys, marketing them only 
through wholesalers who contact 
hotels and restaurants. 


STA-NEET TESTS 
NEW HAIR TRIMMER 


Los ANGELES — Sta - Neet Cor- 
poration, for its Sta-Neet hair 
trimmer, has started a radio spot 
announcement and Sunday news- 
paper ad campaign in southern 
California. 

The drive for this “family bar- 
ber,” an instrument for home hair- 
cutting, follows an earlier five- 
week test involving sales through 
24 selected stores. Fifteen thou- 
sand of the trimmers were sold in 


five weeks by the stores which 
advertised the product. 

National distribution and ad- 
vertising will follow completion of 
the California test. 

Mayers Company here handles 
the campaign. 


CHARIS LAUNCHES 
LOCAL AD TEST 

ALLENTOWN, Pa.— Charis Cor- 
poration has launched a campaign 
in Good Housekeeping, Ladies’ 
Home Journal and Woman’s Day, 
featuring the advantages of Charis 
personalized foundation garments 
and Charis’ system of corsetry, 
with local advertising campaigns 
being tested in 16 cities. 

In six of the cities, newspaper 
ads are being used exclusively. In 
six other cities, radio spots are 
being used exclusively, and in the 
remaining four, direct mail is be- 
ing used. The test began Sept. 22 
and will continue for nine weeks. 

Both the national and local ad- 
vertising offer a 24-page booklet 
as a give-away. Fuller & Smith 
& Ross, New York, is the agency. 
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Coleman Promoted 


Charles E. Coleman, account 
executive, has been appointed 
chairman of the plans board of 
Buchanan & Co., Beverly Hills 
and Los Angeles. 


Two Name Seidel 


Modern Manner Clothes and 
Fischer Bed Spring Manufactur- 
ers, Inc., both of New York, have 
placed their advertising with 
— Advertising Agency, New. 

ork. 


Uridge Quits WJR 


Owen F. Uridge has resigned 
as vice-president and general man- 
ager of Station WJR, Detroit. His 
future plans have not been an- 
nounced as yet. 


Gets Tweet Account 

Badger & Browning, Boston, has 
been appointed to handle the 
advertising of Tweet, Inc., 
Cambridge, Mass., maker of 
Tweet Superwhipped marshmal- 
lows. Newspapers and radio ad- 
vertising will be used. 


* 

What a market “editorial 
screening” supplies for 
shortening and fillings and 
chocolate and flavorings 
and cake flours! 


Millions of pies, millions 
of cakes are on the menu 
every month in BH&G 


families. 
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AT TENTH DISTRICT CONVENTION—Allan T. Preyer, AFA chairman, center, 

holds the interest of this group at the Tenth District AFA meeting in Dallas. 

Seated, left, is Allan Shivers, lieutenant governor of Texas, who gave the wel- 

coming address; at right is Ray Maxwell, Missouri Pacific Lines, St. Louis, a 

convention speaker. Standing, left to right, are Edward A. Gauthier, president, 

San Antonio Adclub, and Ira E. DeJernett, Dallas agency president, newly 
elected governor of the Tenth District. 


AFA District 
Asked to Adopt 
1947-48 Program 


San ANTONIO—A seven - point 
program for unified action by the 
region’s 15 local AFA clubs was 
announced here by Ira E. De- 
Jernett, newly-installed governor, 
at the annual convention of the 
Advertising Federation of Amer- 
ica’s Tenth District. 

The program, to be urged upon 
the affiliated clubs in the five- 
state district in cooperation with 
the national-level program of the 
AFA, sets up these objectives: (1) 
Teaching and practicing of truth 
in advertising; (2) refraining 
from and discouraging advertising 
that is offensive or in bad taste; 
(3) improving the quality and ef- 
fectiveness of advertising; (4) im- 
proving the standards of practices 
of the advertising profession; (5) 
providing educational facilities 
and job counsel for those seeking 
careers in advertising; (6) in- 


forming the public of the eco- 
nomic and social benefits of ad- 
vertising, and (7) improving ad- 
vertising’s service to the public 
generally. 

Advertising, teamed up with 
mass production, will be a major 
factor in putting the brakes on the 
rising cost of living, Mr. DeJernett 
forecast. He added that it must 
be ready to discharge its duties in 
the months ahead, when the buy- 
er’s market returns and produc- 
tion lines and steady employment 
are threatened. 

Mr. DeJernett, president of the 
Ira E. DeJernett Advertising 
Agency, Dallas, succeeds Richard 
Hale, advertising director of the 
Shreveport Times, as the AFA 
area head. Other officers named 
include: 1st lieutenant governor, 
Rex Preis, assistant manager, Sta- 
tion KTSA, San Antonio; 2nd lieu- 
tenant governor, E. Julian Hern- 
don, advertising manager, Ar- 
kansas Democrat, Little Rock, and 
manager, Alfonso Johnson, Dallas. 

The new Tenth District gover- 
nor is a past president of the Dal- 


This is one family. 


Visualize 3 million —3 million families liv- 
ing in prosperous homes, needing everything 
that prosperous families need — and what do 
you have? 


You have a market — a whale of a market — 
one of the biggest, best, most responsive mar- 
kets that any magazine in the world can offer 
an advertiser. 


Better Homes & Gardens delivers this market 
to you by “editorial screening.” 


It makes sure that its readers are interested 


in homes by sticking strictly 


ultiply by 3 million 
what do you get? 


to home and 


family service from cover to cover. 


Any magazine with 3,000,000 circulation can 


produce business. 


But a magazine with 3,000,000 circulation, 
screened for interest and income, can produce 
more business for every dollar you invest in 


space. 


That’s a challenging statement. Why not make 


us prove it? 


Get the whole story of “editorial screening” 


from your BH&G representative. 


— Mitts First Sore Mgacine 
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las Advertising League and -the 
Southwestern Association of Ad- 
vertising Agencies, and is now a 
director of the latter group. He 
was the recipient in 1946 of the 
Dallas ad group’s “most valuable 
member” award. 


2 Name Weed 


Stations WCBM, Baltimore, and 
WKAT, Miami, have appointed 
Weed & Co., New York, as their 
national advertising representa- 
tive. Both stations are Mutual 
affiliates. 


(Advertisement ) 


Double-Edge Media 
and Mass Coverage . 
in Business Market 


By T. Norman Tveter, Vice 
President, Markets and 
Media Director, 

Erwin, Wasey & Co. 


Markets are like products. They 
come in many different sizes, 
shapes and packages. There are 
geographical, occupational and 
—-_ markets just to name.a 
ew. ; 

But did you ever think of a 
market being determined or cre- 
ated by the media available to 
you? This is what I call “media 
market.” I find it a valuable mar- 
keting concept because it often 
enables the advertiser to get more 
out of his scheduled space. 

Consider our general business 
magazines. They have grown to 
the point where they offer two- 
markets-in-one for the adver- 
tiser’s dollar. The reader of such 
magazines not only has buying in- 
fluence within his own company, 
but he may also have wide buying 
influence among his outside busi- 
ness associates, fellow club mem- 
bers, friends, family, all the 
people with whom he comes in 
contact. 

For many a business advertiser, 
this secondary buying influence 
may be just as valuable a market 
as the direct circulation for which 
the publication is included on a 
schedule. 

What’s more, by using several 
of these double-edged general 
business magazines, the advertiser 
can now achieve “saturation” 
coverage of the entire business 
world—make his product or serv- 
ice widely discussed and under- 
stood among the many, many dif- 
ferent elements of our complex 
business market. 

This actually means that a 
“mass” business market is avail- 
able to you through the pages of 
such magazines as Nation’s Busi- 
ness, Newsweek, Time, United 
States News, Business Week... 
what I call a “mass media mar- 
ket” for the business advertiser, 
since such a market does not exist 
except through these publications. 

The mass coverage of your pros- 
pects through such a conveniently 
packaged “mass media market” is 
worth the attention of any adver- 
tising or sales manager. I never 
forget the double-edged sales 
effect of these magazines when 
making recommendations to cli- 
ents. 

* a a 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,310,000 
executive subscribers, over 15 
million pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 

Net Paid Circulation B&W Page 
Nation’s Business ..600,000 $3,000 
United States News.300,000 2,400 
Se | Cee Cee 235,000 2,750 
Business Week ....175,000 1,575 

We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, D. C. 

( Advertisement ) 
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Willys-Overland 
Unveils New Cars 


ToLepo —A convertible sport 


passenger car and an all-steel sta- 


tion sedan, as well as a plaster 
mock-up of a proposed sedan, 
were unveiled by Willys-Overland 
Motors last week at its second 
annual Institutional Day. 

The convertible, painted a fire- 
wagon red with cream striping 
and trim, attracted major atten- 
tion among the several hundred 
industrial leaders and Willys- 
Overland distributors invited for 
the ceremony. The pilot model 
was mounted on a jeep station 
wagon chassis with a reinforced 
frame. 

James D. Mooney, president and 


board chairman, said that “we 
hope, by keeping it simple, to sell 
it at a price well below that of 
the average expensive convert- 
ible.” Production is scheduled for 
next spring, after minor engineer- 
ing changes are effected. 

The new station sedan, similar 
in structure to the jeep station 
wagon, boasts of an interior and 
upholstery of the conventional 
passenger car type. It is to go 
into production soon after Jan. 1, 
raising the company’s product line 
to eight different types of cars 
and trucks. - 

The proposed sedan, with pro- 
duction slated for late 1948, is a 
two-door job on one side and four- 
door on the other. It will be 
powered by a six-cylinder engine. 


HE'S NOT QUINTUPLETS... 


he just buys 5 different lines! 


An exception? Not at all! It’s perfectly normal. That's just the way the 
duplication of buying picture shapes up among home furnishings buyers 
throughout the country. And a nation-wide survey just completed 
among 10,000 home furnishings buyers proves it. 


What do the results show? That home furnishings buyers in home furnishings 


and department stores buy an average of 5 separate, distinct home furnishings lines! 


Now do you see why such an overwhelming majority of home furnishings 
retailers have made RETAILING their No. 1 business publication? Where else 
can all these ‘‘quintuple-buyers”’ get all of the news of all the lines they buy... 
all in one publication? That's right . . . no place but in RETAILING! 


For only RETAILING gives them news coverage of all the major 
lines in the home furnishings industries. 


Here, within the pages of one newspaper, retailers get the full, 

fast and frequent coverage they must have on all the lines they buy. 

And only the trade’s twice-weekly newspaper is geared to give it to them. 
That’s why RETAILING wins such a high rate of reader-interest. 


Advertisements in RETAILING share that high reader-interest, too. 
Let us tell you more about it. 


BE TAILING AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER- 8 E.13TH ST,N.Y.3 


Mail Order Houses 


fo Ease Credit; 
Toys Plentiful 


Cuicaco—The four major mail 
order houses on Nov. 1 will liber- 
alize their credit terms. All will 
sell their items for 10% down, 
thus extending the 10% down pay- 
ment to furniture and appliances 
retailing for $50 or more. The 
Regulation W credit restrictions, 
which end Nov. 1, have required 
down payments of 20% on furni- 
ture and one-third on major ap- 
pliances. 

In addition, Sears, Roebuck & 
Co., Montgomery Ward & Co., 
Aldens, Inc., and Spiegel will ex- 
tend the time for payments up to 
18 months in most instances. 

Last week Sears announced the 
liberalized terms in its annual 
Christmas Book catalog—whose 
286 pages make it by far the 
largest such Christmas book Sears 
has ever mailed. It lists 2,500 gift 
items, and a large section on toys 
indicates that the wartime and 
postwar shortage of children’s 
playthings has about ended. 

A similar comeback for toys of 
all types was evident in Aldens’ 
record 186-page Christmas book, 
also mailed last week, somewhat 
earlier than usual. Both catalogs 
list many metal, plastic, mechani- 
cal, motor-driven toys not avail- 
able since early in the war. 


STORES’ PLANS TOLD 


MontTREAL—When Regulation W 
is eliminated Nov. 1, 75% of the 
store members of the National Re- 
tail Dry Goods Association will 
not drastically change their credit 
policies, although instalment 
terms will be more liberal. 

These facts have been revealed 
by A. L. Trotta, manager of the 
NRDGA’s credit management di- 
vision, at a meeting here of the 
Canadian Credit Grantors Associa- 
tion. The findings are from a re- 
cent survey of the division. 

Mr. Trotta said the most popular 
terms for soft goods will be one- 
third down with six months to 
pay, and 20% down on hard goods 
with 12 months to pay. About 
90% of the stores replied that 
new applications for credit are 
being screened more carefully. 
Three-fourths report collection 
percentages down from 1 to 20% 
in the past six months, compared 
with the same period of 1946. 

Mr. Trotta said the survey 
shows the stores will solicit new 
accounts through newspapers, ra- 
dio, house-to-house canvasses and 
other media. Most stores that 
plan to promote credit this Christ- 
mas will put their plans into ef- 
fect at once. 


Sullivan Joins Evans 

Paula Sullivan, formerly an ac- 
count executive of Armstrong, 
Requa & Associates, San Diego, 
has joined William A. Evans Ad- 
vertising Agency, San Diego, as 
production manager. 
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Lhe Hearst Newspapers on 


‘The Rights of 


Munorities 


FROM A LETTER WRITTEN TO THE JEWISH ADVOCATE BY 


William Randolph Hearst 


PUBLISHED IN HEARST NEWSPAPERS MARCH 4, 1940 


“Democracy is government by the majority. The 
majority must be careful not to conduct itself too 
selfishly in its own interests—not to abuse its 
opportunities. 


“It must be careful always to consider and care 
for the rights of minorities. 


“A just government is a government just not to 
one class or clique—not to one sect or section— 
but to ALL the people. 


“If democracy is to legislate for the majority 
alone, and to the disadvantage or injury of mi- 
norities, it proves thereby that it is no freer from 
faults than aristocracies or other forms of class 
government. 


“It must be wise. It must be just. 
“It must be considerate of every worthy class. 


“It must be appreciative of every valuable 
element. 


“It must be truly tolerant in its views—liberal 
in acts. : 


“It must be true and fair to the people as a 
WHOLE, and to every individual who constitutes 
an integral and essential part of that whole people.” 
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The Hearst Newspapers have always believed that respect 
for the minority is as important as rule by the majority in 
our American system of government. 

They will fight in the future—as they have always fought 
in the past—to guard the racial, religious and national minori- 
ties within our gates against persecution and discrimination. 
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Wartime Secref 


ls Adapted for 
New Hearing Aid 


Cuicaco—The factory is in Pea- 
body, Mass. . . . the agency is in 
Denver ... the v.p. in charge of 
sales is in Chicago . . . the prod- 
uct is amazing . . . and the accent 
is on youth. 

Out of wartime research came 
the proximity fuse, a tiny radio 
sending and _ receiving station 
which fired the shell in which it 
was located as it came within a 
certain distance of the target. 

It was a lethal gadget—its pur- 
pose was destructicn of the enemy 
—and its mechanism was secret. 
The men who developed it did not 
expect its adaptation to peacetime 
use for another five years. 

But in Chicago, on Oct. 8, Allen- 
Howe Electronics Corporation un- 
veiled one of the most destructive 
weapons of all time, turned good 
samaritan to the hard of hearing. 
The device: Solo-pak, a new sub- 
miniature hearing aid, scarcely 
larger than a cigaret package. 

And the secret: a printed elec- 
tronic circuit. The heart of the 
device is a small ceramic plate 
upon which silver ink is brushed, 
by means of the silk screen proc- 


ess. After firing the circuit dia- 
gram in an oven, resistors are 
brushed on, capacitators are 


added, and then small, disc-like 
condensers are applied directly to 
the wiring on the plate. 


Uses Small Tubes 


Sub-miniature vacuum tubes, a 
small transformer, miniature 
microphone, tiny batteries, a three- 
position tone control and volume 
control are then added, and the 
entire assembly is housed in an 
aluminum case ready “to with- 
stand the roughest treatment its 
user can give it.” 

The company is planning an im- 
pressive consumer magazine drive 
and will use trade publications 
to tell the story to the dealers. 
The agency principal, Fred Shaw 
of Gray & Co., Denver, worked 
with Leon Strauss Jr., Allen- 
Howe’s president, before—as his 
commanding officer during the 
war. And although the roles are 
somewhat altered, the same spirit 
of cooperation is apparent. Grover 
C. Coil is vice-president in charge 
of sales. 

Quiet, alert, 34-year-old Leon 
Strauss reports that the new 
printed circuit eliminates some 
173 individual parts in the ordi- 
nary hearing aid. The result, he 


Where top flight sales and 
advertising executives come 
to select ‘‘Championship” 
sales stimulators. 


1. Prizes For Sales Contests 
2. Self Liquidating Premiums 
3. Business Gifts 

4. Advertising Specialties 


ROSS COLES & CO. 


173 W. MADISON ST., CHICAGO 2 


declares, is a clean, orderly, un- 
varying circuit—and exactly the 
same tone—in every unit. 

Servicing, should it ever be 
necessary, is reduced to a simple 
exchange of the basic ceramic 
plate, a quick, easy operation. An- 
other advantage of the printed 
circuit, says Mr. Strauss, is the 
reduction of “coupling” effect to 
a minimum, thus permitting a 
power gain which almost doubles 
the life of the “A” battery. 

The Solo-pak will be marketed 
through the company’s nationwide 
distributing organization. 


ENDLESS VARIETY OF USES 
FOR CIRCUITS: CENTRALAB 


MILWAUKEE—Centralab division 


of Globe Union, which has worked 
on the printed circuit principle 
during the war and postwar years, 
promises that a variety of new 
products using the idea will soon 
be on the market. 

Among the items which elec- 
tronic manufacturers will soon re- 
lease are pocket radio receivers, 
electronic control equipment, and 
miniature walkie-talkies. In addi- 
tion, television sets, intercom- 
munication units, sectional as- 
semblies, time-saving devices for 
industry and _ other electronic 
equipment may eventually use the 
principle. 

An outstanding example of the 
promise which the circuit holds 
is a complete radio station (except 


for microphone and _ batteries) 
built into a small-size woman’s 
lipstick by Dr. Cledo Brunetti of 
the National Bureau of Standards, 
Washington. Its signal can be 
heard as far as 10 miles away. 


Joins ‘Good House’ 


Wesley Bailey, formerly with 
Time, Inc., New York, where he 
covered China and ether Asiatic 
areas aS a war correspondent, has 
been appointed promotion man- 
. of Good Housekeeping, New 
York. 


Marlowe Names Foster 
Ethyl Foster, former public re- 

lations and radio program direc- 

tor for Philadelphia stations, has 
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been named to represent the Mar- 

lowe Television Associates in 

Philadelphia. Central office of the 

a production outfit is in New 
ork. 


GM Promotes Kolb 


Charles R. Kolb, assistant sales 
manager of the eastern division, 
has been appointed vice-president 
and general sales manager of the 
eastern division of General Mills, 
Buffalo. He is also public service 
manager of the eastern division. 


Appoints Fortune 

Robert P. Fortune has been ap- 
pointed public relations director 
of the Hospital Service Corpora- 
tion of Western New York and the 
Western New York Medical Plan. 
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AIR TRANSPORT 
ASSOCIATION 
OF AMERICA 


WASHINGTON, D.C. 
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BRITISH OVERSEAS AIRWAYS CORPORATION 


LOCKHEED ALECRAFT CORP. 


Wortp AIRWAYS 
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‘Controlled’ Film 
Plan Is Offered; 
Rifle Group First 


WASHINGTON — Film _ consultant 
Al Sherman believes that he has 
worked up a “certified controlled 
circulation plan” which will as- 
sure film media buyers the same 
sort of protection that ABC af- 
fords in newspapers and maga- 
zines, and Crossley, Hooper and 
BMB in radio. 

Mr. Sherman, who has be- 
labored agencies in the past for 


nels” for sponsored films. 

If a sponsor finds the type of 
audience he wants in one of these 
club groups, Sherman arranges to 
make his film available to audi- 
ences of similar character and in- 
terest. 


Rifle Group Is First 


Currently, Sherman has com- 
pleted arrangements for commer- 
cial films to be shown to the 5,000 
local units of the National Rifle 
Association. He recently began 
to contact film sponsors who might 
be interested in reaching audi- 
ences of the type represented in 


tribution service. When a sponsor 
indicates interest, NRA screens his 
film. If it is satisfactory, the film 
is added to a catalog of films 
which are available for NRA 
showings. 

Each time a local group orders 
his film for screening, the adver- 
tiser pays a fixed fee in return. 

Besides NRA, Sherman hopes to 
line up other groups, including a 
veterans’ organization, religious 
groups and women’s clubs, as dis- 
tribution channels for films. 

His presentation for the plan 
points out that “for the first time, 
a film sponsor is assured, through 


“neglecting” the film medium, is|the NRA membership. the endorsement of a responsible 
lining up nationally organized| Under the plan, National Rifle preview committee, that his mo- 
club groups as “distribution chan-| Association has set up a film dis-/tion picture will be accepted for 


such showings. 

“In turn, the organizations ac- 
cepting the Sherman plan find 
that member interest is height- 
ened when planned film programs 
consist of motion pictures bearing 
the approval of the national body.” 


Schedule Talks 
on Market Research 


The Chicago Association of 
Commerce and Industry and the 
Chicago chapter of the American 
Marketing Association will pre- 
sent a series of seven luncheon 
meetings starting Oct. 23 to ac- 
quaint top executive officers of 
corporations with the use of mar- 
keting research information in the 
formation of company policy. 

Speakers will be H. E. Chris- 


se 


Alerorosrat beg 
Venezorana 


What have these 

names in common? They’ re all 
part of the’ ‘Magic Carpet”... . satisfy- 
ing the urge to “get up and go.” 


There’s something else. For each one of these 
companies regularly uses Newsweek to sell its 
products or services. They know the value of selling 

the “top 700,000” first. 


Who are these “top 700,000"—these people who 
influence the buying habits of so many others? 


They're the “top 700,000” American families —including 
the greatest concentration of leaders in business, govern- 
ment, and industry — who, each week, look forward to 
Newsweek and its unique three-dimensional view of news. 

For in Newsweek, and only Newsweek, do they read 
what happened ... why it happened ... what's likely to 
happen next. And that's important to these people with 
vision beyond the everyday horizon. For, seeing the 

news in this sharp, clear perspective, ideas be- 
come blueprints for the future. 

The lesson for advertisers is easy. Reach 
the people who influence others .. . 
sell the “top 700,000” first... 
with Newsweek. 


| 
| 


| | 
se de ee ee 


NORTH AMERICAN 
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tiansen, Christiansen Advertising 
Agency; George Brown, professor 
of marketing, University of Chi- 
cago; Sam Teitelman, sales re- 
search, Armour & Co.; Richard 
Crisp, research director, Tatham- 
Laird, Inc.; Lyman Hill, Ameri- 
can Newspaper Publishers Asso- 
ciation; Sidney R. _ Bernstein, 
editor, ” ADVERTISING AGE, and Wil- 
liam Heusner, director of market- 
ing research, Pabst Sales Com- 
pany. All meetings will be held 
at the LaSalle Hotel, Chicago. 


Joins ‘Food Industries’ 


G. E. Riddell, formerly with the 
American Meat Institute, has been 
named district manager of the 
western territory of Food Indus- 
tries, with headquarters in the. 
Chicago office. 


Copeland Advanced 


Don Copeland, in the classified 
and display advertising depart- 
ments, has been named roto- : 
gravure advertising manager of 
the St. Paul Dispatch and Pioneer . 
Press, succeeding Robert Carlson, 
who resigned to go into the news- 
paper publishing business. 


EASY ASN.A.S. 


NEWSPAPER 


Gone are the “‘backwoods’”’ of America. 
Today country folks differ little from 
city dwellers except in one respect: 
They do read their newspapers — the 
Hometown Weekly Newspapers. They 
read them thoroughly, too, including 
all of “the ads’’. 


ADVERTISING 


The Hometown Weekly Newspaper is 
accepted by its readers as having 
almost bible-like authority. Reader- 
ship studies show advertising benefits 
from that attitude. If your advertising 
is there, your product must be good: 
they feel, or “‘their’’ paper wouldn’t 
carry the advertisement. 


SERVICE 


One order places your advertising in 
all weeklies, or your selected test 
group. You pay just one bill. We 
handle all the details, including in- 
sertion checking. For the advertiser 
and agency, it’s truly EASY AS NAS. 


Write for folder‘‘ YOU JUST CAN'T 
IGNORE THESE THINGS” . 
. the vast rural market at a glance. 


NEWSPAPER ADVERTISING SERVICE 


INCORPORATED — ‘< 
s 
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NBC Television 
Network Carries 
5 Sponsored Shows 


New York—Setting a fast pace 
for its competitors, NBC’s fledg- 
ling television network now boasts 
five sponsored programs. 

“Campus Hoopla,” back under 
the auspices of the U. S. Rubber 
Company after a summer hiatus, 
can be seen by lookers-in in New 
York on WNBT, originating sta- 
tion, in Washington on WNBW 
and in Schenectady on WRGB. 

Three regular telecasts from 
WNBT are beamed to WPTZ, 
Philadelphia, including the Kelvi- 
nator Kitchen, Gulf Oil’s “You 
Are an Artist’ and sports events 
sponsored by the Gillette Safety 
Razor Company. 

American Tobacco Company’s 
football schedule will use a two- 
station hookup, enabling the 
games to be seen in the New York 
and Washington areas. 


NBC Enlists 28 Outlets 


Of 85 video stations in opera- 
tion, authorized, or for which per- 
mits now are pending, 28 belong 
to NBC owned or operated sta- 
tions— which is approximately 
35% of the total. Columbia, on 
the other hand, has one station 
currently on the air—WCBS-TV, 
New York—plus three stations in 
the construction stage and three 
others for which permits are pend- 
ing. 

ABC, still looking for a New 
York site for television studios for 
its owned and operated WJZ, has 
two affiliates with video outlets 


in operation—WFIL-TV, Phila- 
delphia, and WMAL-TV, Wash- 
ington. Six ABC stations, includ- 
ing four owned and operated ones, 
have been granted construction | 
permits. 


CBS Works on Tie-ups 


Columbia television officials say | 
they expect to have a tie-up with 
outlets in Philadelphia, Washing-_ 
ton and Baltimore before the end | 
of the year. WCBS-TV, which | 
lost a great deal of momentum | 
when it discontinued studio pro- | 
grams, has only two sponsors at, 
the moment, Gulf Oil Company, | 


which pays for 15 minutes of | 


| 
| 
| 
| 
| 
| 
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Banners and Pennants 
Paper, Fibre, Cloth 


HIC y « 
RINTING CO. § 
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news weekly, and the Ford Motor 
Company, backer of half of the 
televised Madison Square Garden 
events. 

NBC has working agreements 
with six stations already in opera- 
tion, including, in addition to 
those mentioned earlier, WWJ-TV, 
Detroit, and KSD-TV, St. Louis. 
Three network-owned stations are 
under construction in. Los An- 
geles, Chicago and Cleveland. 

Affiliates in Baltimore, Rich- 
mond, Boston, Buffalo, Milwaukee 
and Salt Lake City are expected 
to have video going by the first 
of the year. Thirteen other sta- 
tions have spoken for or been 
granted construction permits. 


WOR-TV to Start 


Biggest television plum of the 
Mutual Broadcasting System is 
the rights to the World Series, 
which that network holds until 
1951. This year’s contest, though 
shared equally by New /York’s 
three stations, was arranged 
through Mutual, which also had 
exclusive broadcast coverage of 


FIRST BIRTHDAY—At the first annual meeting of the Philadelphia Advertising 

Club are (left to right) Dana Hull of Pathfinder, president; Jerome B. Gray, 

Gray & Rogers, speaker at the meeting; Jim Buckley of Earl A. Buckley Or- 

ganization, vice-president and acting secretary, and Sam Elber of Station WIP's 

promotion department, vice-president. The club was organized as the Veterans 
Advertising Club, but now admits non-veterans. 


the Yankee-Dodger clash. By next 
year, assuming that a New York 


team gets in, MBS expects to have 
its own station, WOR-TV—now 
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in the process of selecting a site— 
in operation. 

Chicago probably will be the 
first Mutual affiliate to get a tele- 
vision outlet on the air. WGN’s 
video station is expected to be in 
operation within six months. One 
other affiliate and four part time 
stations have been granted con- 
struction permits and four others 
have applications pending. 


Ecker Lists 2 Accounts 


Elmo Ecker, who resigned as a 
vice-president of Campbell-Ewald 
Company, eastern division, to 
open an advertising agency under 
his own name (AA, Oct. 6), has 
announced two accounts: Hotel 
Lexington, New York, which he 
handled at Campbell-Ewald, and 
Imbedal, Inc., Toledo plastic man- 
ufacturer. 


Promotes Aiken 


Earl Aiken, press relations man- 
ager of Libbey-Owens-Ford Glass 
Company, Toledo, has been ap- 
pointed general sales promotion 
manager. 
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: Cy middle initial, which neither was ; . “millions of these mattresses now 
a Ar my M an Wins— willing to do. Even the fact that a ag pane cfr orl Typical Sleeper Ss in use in American homes become 
eine | and Gordon Gray tite Senatsr trom North Carcinna |°f, South Carolina Mills, nas been Are Featured Cast the new ides in sleeping, tne com: 
: =45 did not convince WIP Gray that ; : any reports, has been “tremen- 
wens | Takes an Initial ie’ stows be the one to fancy up Aliens! tne, Chicago, seesecune 4 Englander Copy ious.” 
5. One _PHILADELPHIA—Gordon Gray, as-| his name. Martin Lingel. Cuicaco—Presenting a cast of| Department stores from New 
4 time sistant general manager and sales The confusion was doubly con-|. —_—_——. characters representing t ypicalj| York to Los Angeles have already 
or director of WIP, has finally con-| founded recently when both were Joins Moselle & Eisen sleepers, Englander Company | featured the new mattress, which 
éfisaers ceded to his namesake—Gordon nominated to the board of the! watt Beckerman, formerly pro- opened a new magazine drive with | has the springs joined together in 
Gray of the Piedmont Publishing | National Association of Broad- duction manager in the Miami | 2 color spread in the Sept. 29) the middle by a flexible steel rib- 
Company, Winston-Salem, N. C.— | casters—but neither won the elec-| office of Grant Advertising, has | Life. bon, in newspaper copy. Barker 
the exclusive right to use the two-/| tion. joined Moselle & Eisen, New York “No matter how you sleep, you | Brothers, Los Angeles, also put on 
its piece moniker, unadorned by any Mr. Gray (of WIP) finally chose | advertising agency, as production | sleep better on an Englander,” is|a demonstration with a cutaway 
dasa initial. “R” for his middle initial. No- | ™anager. the basic theme for the entire | model to illustrate how the upper 
-Ewald Since the Mr. Gray who pub-| body knew why until he confessed ate eee series. Pages are scheduled in/ layer fits the body, and the lower 
yn, to lishes the Winston-Salem Journal | that it stood for a name he had Chew Joins Feldon Better Homes & Gardens, Good | layer supports the sleeper’s weight. 
under and Twin City Sentinel was ap-| never liked and which he refuses} Bob Chew, formerly a member | Housekeeping, Ladies’ Home Jour-| Mats and point-of-sale material 
3), has pointed Assistant Secretary of the| to reveal. Whisper has it that it | Of the western advertising staff of | nal and Life, to run through 1947 | are supplied by the company. 
iotel Army (AA, Oct. 6), the Phila-| stands for Richardson. Boys’ Life and the Youth Group, | and early 1948. The characters include “The 
- 4 delphia Mr. Gray decided it be- ny reg ey Prag peniory e staff| he Life spread introduced “the | Pretzel,” a tangle of arms and 
fie hooved him to retire gracefully Banal B Ber Sai CM. A. See ssociates, Chi-| preatest improvement in mat-|legs; “The Bird Dog,” a child 
: ot from ape has eee a long-time peyeg te ~ es es — tresses in 50 years . . new! who sleeps with a well-elevated’ 
contest between the two. - G. Barkow Mfg. Company double-layer springs with floating | posterior; “The Cuddler,” a sweet 
The possession of identical| as purchased the interest of Straus Agency F ormed ne an + iy copy exniniie jon thing; and “Topsy and 
names has caused them trouble for a H. Bentley in Ben Bar| J. M. Straus & Co., advertising | that until now, all mattress springs | Turvy,” twin girls who don’t roll 
es, Inc., Milwaukee manufac-| agency, has been formed in Los tg : 
Ss man- years. Both were newspapermen | turer of food freezers and milk | Angele ith off t 63 have been tied together at the| to the middle because of England- 
| Glass and radio executives, the Winston- : cae hg ec A lg he top or sewn together in clusters of | er’s free-floating spring action 
i: ae Sateen se WSIS ‘com coolers. All Ben Bar personnel in| Serrano Ave. Principals are Jack p 8 c rs 0 , 
oa alem Gray wi - Each sug-| key engineering and production | M. Straus, William K. Keith, Mort | cotton sacks. Leo Burnett Company handles 
gested that the other assume a/| posts have been retained. E. Shaw and Sanford M. Ullman.| But “Today,” the ad continues, | the account. 
Rejoins Bothwell 
Richard C. Bachman has re- 
signed as district account execu- 
tive of the Mutual Broadcasting 


Advertising Age, October 20, 1947 


ey sn 
oe 
aah. 


Can Build a Business 


One auto ad costing $2940 
produces $2,955,000 re- 
sponse from Liberty readers 


with Liberty alone!” 


Leaders of Industry Advertising 
in September Liberty 


System to rejoin W. Earl Bothwell 
as head of the new business de- 
partment of the agency’s Pitts- 
burgh office. Mr. Bachman first 
became associated with the Both- 
well firm in 1939 after six years in 
the outdoor advertising business. 
He left Bothwell to become sales 
representative of Station KDKA. 


Names Booker-Cooper 


Insul-Fluf Sales Corporation, 
Burbank, Cal., distributor of 
Insul-Fluf insulation, has named 
Booker-Cooper, Inc., Los Angeles, 
to handle its account. News- 
papers, radio and direct mail will 
be used. 


Joins University Staff 
Eugene H. Harlan, vice-presi- 

dent and account executive of Glee 

R. Stocker & Associates, St. Louis, 


yee wmpse 9 ee vam International Correspon- has joined the faculty of the Uni- 
comnes 6 erican PB ne en ae versity of Iowa, lowa City, as as- 
Only phenomenal advertising results would impel Bell Telephone System perele -eremcher sociate in advertising. 
y Pp & tr , Sodvatlietinan es Lambert Pharmacal Co. sancnovaste 
a motor-car manufacturer to write “You can build a ee ub, Leaf Gum Company Joins ‘Design News’ 
business with Liberty alone! - Phenomenal results Chesebrough Mfg. Co. —o Tobacco J. H. Stonhouse, formerly dis- 
are exactly what President Lou Horwitz of the Play- hes (onion ttes) McKesson & Robbias, lac. trict manager of Materials & 


Methods, has been appointed Chi- 


boy Motor Car Corporation got from his announce- Continental DistillingCorp. | Metro-Goldwyn-Mayer cago manager of Design News. 
ment advertisement in Liberty. Wohnen Pecisatens,  Meama tote Co. 
Here was an ad that didn’t ask for an order— Inc. Motor Wheel Corporation 
didn’t even hint that an order would be accepted. et em te (Duo Therm Division) 
Yet over 3,000 orders flooded Playboy’s mail Doubleday & Co. (Books) “ae — 
3,000 orders equals $2,955,000 worth of Playboy ao The New Haven Clock Co. 
cars—but that’s less than half the story. Ethyl Corporation (Clocks and Watches) 


Evans Products Co. 
(Home Heaters) 


Pabst Brewing Company 
Paramount Pictures, Inc. 


At the bottom of the ad appeared a small-type 


notice that applications were being accepted for anne bee d Razor Co. Perfection Stove Company 
distributorships and dealerships. "“Seediaaliee’ Philco Corporation 
a é Gord mCuORs Playboy Motor Car Corp. 
More than 4,200 such applicants avalanched in. ordon Dry Gin Co. R. J. Reynolds Tobacco Co. 


H. J. Heinz Company 
The Hygienic Products 
Co. (Sani-Flush) 
Indian Motorcycle Co. 
International Cellucotton 


Tampax, Inc. 

The Texas Company 

United Artists Pictures 

U. S. Army Recruiting 
Service 

“Kotex’’) Wildroot Co., Inc. 


Up—Up—Up! 


Newsstand sale of September Liberty up 58% over 
average for September, 1946. This means 260,000 
more copies sold at newsstands. 


Total sale of September Liberty will exceed 1,620,000 
—and Liberty circulation has gained more than half 
a million since VJ day. 


Many of these requests for franchises were accom- 
panied by proof of financial responsibility. 
A total of 7,200 replies from a single Liberty ad. 


How Does Liberty Do It? 
| Low base rate: You get more circulation per adver- 
tising dollar in Liberty. 
2 High visibility: Ads in Liberty get 10% to 60% more 


readers per advertising dollar. Readership studies 
prove that again and again. 


NBC 


AOPELIATE 


$000 yl 


3 High responsiveness: Liberty readers have the 
money and the desire to buy your product—whether 
it sells for dimes or dollars! Case histories like that 
of Playboy—and many others—prove that. That is 
why — 


) You can build a business with Liberty alone ... 
Your 1947 advertising dollar has pre-war purchasing power 
—in pow © alone! 
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An Institution in New England 


Its editorial policy has brought leadership to the New 
England Homestead. Acting as more than a periodical and 
rendering constructive and cooperative editorial service to 
the farmers in its area, the Homestead has become — an 
Institution. 


Mr. R. L. Ward, Treasurer of the New 
England Farm Equipment Dealers’ Association, 
recently wrote an appreciative letter regard- 
ing the cooperation of the Homestead. In 
closing he commented "on the kind feeling 
which we have towards your publication.” 


‘Companion’ Starts 
Picture Section 


New YorK—A new picture ‘sec- 
tion called “Picture Companion,” 
devoted to beauty tips, homemak- 
ing ideas, fashion, cooking and 
other subjects of interest to wom- 
en, appeared for the first time in 
the October issue of the Woman’s 
Home Companion. $ 

The first edition of the new 
feature, which consists of approxi- 
mately 20 pages of photos in both 
black and white and color, con- 
tains picture stories on exercising 
for beauty, recipes for emergency 
dinners, children’s clothing, home 
decoration, fashion and children’s 
parties. 


Names Crowley 

Frank Crowley, formerly ac- 
count executive of Carter, Jones & 
Taylor, South Bend, has been 
named advertising and sales pro- 
motion manager of Continental 
Music Company, division of C. G. 
Conn Ltd., Chicago. 


Names Kostermann 

Ernest E. Kostermann, formerly 
production manager of Batten, 
Barton, Durstine & Osborn, has 
been named sales representative 
of the Lake Shore Electrotype 
Company, Chicago. 


Adds Kit Crane 

Kit Crane, formerly with 
Everywoman’s, has joined Airport 
Advertising Company, New York, 
in charge of three-dimensional 
display sales in the New York air- 
lines terminal at 42nd St. and 
Park Ave. 


Philco Boosts George 


Raymond B. George has been 
promoted from sales manager of 
the accessory division to sales 
promotion manager of Philco Cor- 
poration, Philadelphia. 


House & Leland Names 2 


Frank T. Kreutz has been ap- 
pointed production manager of 
House & Leland Advertising, Port- 
land, Ore., succeeding John A. 
Giesy, who has been named ac- 
count executive. 


medium seus Whe. Sea, 


Bevery merchandise field in which men do the 


Macho. Oricatal Commerce sad Hasty Inductrics to spark Sratte Progress | 


(===) Ghe Seattle Times ——) | 


i 


HAST IN SEATTLE 
| 


buying—automotive, clothing, sports—you’ll find 
The Seattle Times carrying the advertising load, 
doing the job! Prove it to yourself: Check Media 
records any time. It will show The Times ’way 
out in front in lineage in all departments — both 
local and national. You can’t sell Seattle without 
The Times. You can sell Seattle with The Times! 


The SEATTLE 


TIMES 


FIRST in circulation... 
Advertising . 


FIRST in 


. . FIRST in results 


Represented by O’MARA & ORMSBEE, Inc. 


NewYork « Chicago « Detroit « LosAngeles « SanFrancisco 


Advertising Age, October 20, 1947 


‘The Fun Begins,’ 
Says Copy in New 
Solovox Campaign 


Cuicaco—Now you can play an 
excellent trumpet solo, without the 
trumpet, or a violin solo, without 
a violin, or a piccolo accompani- 
ment, without knowing how to 
play the piccolo. 

It’s easy, too, says the half- 
page black-and-white copy boost- 
ing Solovox, a product of the 
Hammond Instrument Company 
here. Pianists of average ability, 
who are often reluctant to exhibit 
their skill on the piano alone, 
sound like professionals when they 
use the electronic device, first 
marketed in 1940. 

The Solovox, which can be at- 
tached to or removed from a 
piano in a matter of seconds with- 
out marring the finish or affecting 
the tone, was sold for about a 
year before war regulations forced 
the makers of the Hammond or- 
gan to abandon production. 

Manufacture was resumed about 
a year ago, and a half-page ad in 
the Sept. 29 Life opened the post- 
war promotion, to continue in- 
definitely. The same size copy will 
appear weekly on a rotating sched- 
ule using Collier’s, The Saturday 
Evening Post and Look in addition 
to Life. 

Billboard and Variety also will 
carry Solovox copy, and the com- 
pany will use full pages in music 
trade publications. Production is 
increasing steadily, and Hammond 
is reappointing dealers throughout 
the country. While distribution is 
national at the present time, the 
company eventually will have one 
or more dealers in each of the 
major trading centers. 

Consumer response to date has 
been “excellent,” and with some 
6,000,000 pianos plus 12 to 14,- 
000,000 players, Hammond sees a 
bright future for the Solovox. 
Mats, cuts, window display mate- 
rial’'and direct mail will back up 
the magazine advertising. 

Young & Rubicam here directs 
the account. 


Scantlin Agency Formed 


V. L. Scantlin, formerly account 
executive of Buchanan & Co., Chi- 
cago, has established his own 
agency, Scantlin & Co., at 737 N. 
Michigan Ave., Chicago. R. A. 
Lambert, formerly advertising 
manager of Edwal Laboratories, 
Inc., Chicago, has joined the new 
agency as director of sales pro- 
motion. 


Appoints Henry Meigs 

Henry T. Meigs, who previously 
operated the sweet goods plant of 
Langendorf United Bakeries, San 
Francisco, has joined the bakery 
division of American Dry Milk 
Institute, Inc., Chicago. He will 
represent the institute among 
bakers in the western section of 
the country. 


Promotes New Shades 


Tangee lipstick is now available 
in a variety of shades and the 
George W. Luft Company, Long 
Island City, N. Y., is intensifying 
its current full-page color ad cam- 
paign in about 25 to 30 national 
magazines to extend through 1948. 
Warwick & Legler, New York, is 
the agency. 


“Extras” You'll Find Only in 
THE SPORTING GOODS DEALER 


3- THE MOST MERCHAN- 
DISING HELPS... 
Outstanding sales promotions 
make THE DEALER a profit- 
able investment for sporting 
goods retailers. 


One reason why advertisers 
who want results use THE 
DEALER...St. Louis 3, Mo. 
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MAGNET FOR YOUTH — A study by a competing weed 
magazine shows the COMPANION has a higher percentage 
of younger women readers (ages 25 to 34 inclusive) than 
any other women’s service book. The same survey and 
1946 Starch figures put the COMPANION first among families 
with young children. The COMPANION has first claim on 
women readers during their most active, acquisitive years! 


WOMAN’S HOME 


R.E:&-.U..L:T 


women acted! 


WHOLE COMMUNITIES DID AN ABOUT FACE — The COMPANION was the 
first national magazine to publicize the now famous Springfield Plan 
for racial and religious tolerance in schools. And what the COM- 
PANION started! Thousands of enthusiastic women campaigned for 
similar plans in communities throughout the country. The article 
itself was widely reprinted — picked up by the press wires and radio 
networks . .. even made into a movie. Consistent results like these 
keep the COMPANION’S Public Service Program first in the women’s 


service field! 


And here’s further factual proof that the COMPANION’S vital edi- 
torial policy — as typified by this program — is now paying off: 


COMPANION AS SUPER-SALESMAN! — Many thousands 
of women every month send for COMPANION leaflets, pat- 
terns and house plans offered as aids by the Service Depart- 
ments. In June, for example, 24,782 sales were made at 
prices from 6¢ to $2.00. This in addition to thousands of 
other letters to the editors. Response like this is proof 
again that the dynamic COMPANION is going places fast! 


Average Monthly Circulation More Than 3,700,000 


a eee AI Dr 


GOES WHERE THE DOLLARS ARE! — The COMPANION is 
read by the women of America’s wealthiest market areas. 
In the 24 states that lead the country in income (89.45% 
of total), and in retail sales (83.19%) ... the COMPANION 
has a greater circulation percentage than any other women’s 
service magazine. COMPANION readers have more to spend 
— and they spend it! 


COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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brand conscious New Yorkers 


prefer this newspaper nearly 


HE newsstand is the “point of sale” for New 

York metropolitan newspapers. Often over- 
looked is the fact that no one is ever “sold” a 
newspaper in New York. There is no home delivery 
under metropolitan newspaper management. There 
is no price incentive. Like your products on retail 
counters, the choice is up to the customer. 


Four out of ten New Yorkers who read an evening 
newspaper buy the Journal-American. They buy. it 
because they prefer it to any other. They prefer its 
news presentation. . . its features. . . more impor- 
tant, they prefer it for family reading in the home. 
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NATIONALLY REPRESENTED BY HEARST. ADVERTISING SERVICE 


f 


A newspaper with so devoted an audience exerts 
tremendous sales influence over the individual 
reader. A newspaper with so. dominant an audi- 
ence—nearly two to one over its closest competitor 


in the evening field—carries that sales influence 
throughout the entire market. 


Dynamic New Yorkers are America’s greatest buy- 
ing public. They are sales-receptive . .. brand 
conscious. Surely, you can most effectively build 
brand popularity here by using the evening news- 
paper that leads in reader popularity .. . through 
choice alone. 


YOUR STORY STRIKES HOME IN THE 
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James D. Woolf Talks ... 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 


advertising 


tising, AA 


How Hard Are You Trying? 


A famous Harvard psychologist, 
the late Hugo Munsterberg, once 
charged that most people never 
call into play more than a frac- 
tion of their brains. William 
James, another noted Harvard 
philosopher, dittoed that with the 
assertion that most men possess 
large amounts of resources and 
energy they never use. 

A striking example of this is 
seen in the way most average 
small businesses handle their ad- 
vertising. They don’t half try. No, 
they don’t one-tenth try. They 
don’t use a fraction of their think- 
power and their imagination and 
their energy. : 

Advertising could do wonderful 
things for their businesses. But 
often it doesn’t. And the reason 
it doesn’t is that these business 
men are too lackadaisical and un- 
enterprising, or think they are too 
busy (doing something less im- 
portant), or they are just not hep 
to how effective advertising can 
really be. 

One of the most vital words in 
business is “HUSTLE.” Advertis- 
ing used rightly, is a hustling 
force. Used wrongly, it is com- 
parable to the lazy salesman who 
sneaks off to the ball game when 
he ought to be making calls. 


Here Is My Indictment 


I hope I may be excused for 
talking mostly about my own ex- 
perience in what follows. It seems 
to be the best way to get over 
what I want to say. 

Before I unwind, let me first 
define the term “advertising” as 
I use it here. I say that it is the 
primary job of advertising to sell. 
Advertising in its real role is not 
“remindership”—not “publicity”— 


retired vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 


principles. While the series 


is aimed primarily at the small business 
man who may be a neophyte at adver- 


readers will find instruction 


and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


not “good will building’—not 
gratuitous public “entertainment.” 
Its Number One function is that 
of selling goods or services, speed- 
ily and cheaply. This is especially 
true in the case of local businesses 
—not only retail stores, but serv- 
ice businesses such as banks, gar- 
ages, gas stations, hotels, inns, 
tourist camps, restaurants, cold 
storage lockers, public utilities, 
and so on. 

Any medium or device that sells 
is advertising—newspapers, radio, 
outdoor signs and posters, form 
letters, telephone calls, handbills, 
door-to-door solicitation, window 
and counter display, any vehicle 
that conveys selling messages to 
people. 

Now here is my indictment: 
Three years ago my family and I 
moved from Winnetka, Ill, to 
Santa Fe, N. M. Two years ago 
I built a house at a cost of $26,- 
000. Notice of my building per- 
mit was published in the local 
paper, so it was generally known 
the house was going up. I acted 
as my own contractor. 

Over the building period of 
nearly a year not a single dealer 
of any kind asked for my busi- 
ness. There are seven lumber 
companies here. Did any of them 
—even one of them—write me a 
letter, or phone me, or call at my 
door, seeking business? The an- 
swer is no. 


Believe It or Not! 

There are seven stores here that 
deal in hardware. Did a single one 
of them even so much as send me 
a multigraphed letter? Not at all. 
There are three electrical con- 
tracting firms. Did they bother 
to phone me to find out what was 
cooking? Again the answer is no. 
And yet my combined expendi- 


More Advertisers 


oe than n Any Other 


Sportsman’ s Magazine 


ture for hardware, plumbing, and 
electric wiring and fixtures was 
$2,400. 

Seven stores deal in furniture, 
and at least a half-dozen others 
handle rugs and carpets. Did even 
one of these go-getters use any 
device of advertising to get my 
business? Nope, not one. I spent 
$800 putting in a lawn and flowers. 
Did even one landscape architect, 
or nurseryman, or florist, spend 
even a penny for a postcard in- 
viting my patronage? No, again. 

I have a big family. Since we 
have been in the new house one 
daughter has been married, an- 
other daughter has blessed us 
with a grandchild, and a son has 
graduated from high school. All 
of these events were duly an- 
nounced in the local paper. There 
are eleven photographers in town, 
and here was a chance to hustle 
up some business. Not a letter, 
not a phone call, not a flicker of 
a sign of any kind that one of 
these “hustlers” was interested. 
And not a flicker from the several 
stationers here. We have had 


many house guests, Santa Fe be- 
ing the tourist attraction that it 
is. Not once have we had a piece 
of advertising from a hotel, inn, 
dude ranch, tourist camp or motel, 
restaurant or roadhouse. I could 
go on but to continue would be 
repetitious. 


War Scarcity No Alibi 

It might be argued that, be- 
cause of postwar scarcities, deal- 
ers had all the business they 
wanted. That’s partially true, but 
I am convinced that the same 
lethargy prevailed before the war. 
Listen to this: 

I had precisely the same ex- 
perience in Winnetka during the 
Hoover-Roosevelt depression era. 
Winnetka is a suburban town on 
the northern outskirts of Chicago, 
and I built a house there that re- 
sulted in an outlay of some $40,- 
000. 

Although retailers and dealers 
of all sorts were desperate for 
business, we might as well have 
been living on a South Sea island. 
T’ll burden you with only one ex- 
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ample: There were thirteen re- 
tail furniture stores in that im- 
mediate suburban area, and we 
had eleven rooms to furnish, but 
not a single store attempted to 
reach us with any form of direct 
personalized advertising. 


Try Selective Sharpshooting 

I am a stout believer in the 
power of local newspaper and 
radio advertising. When it is done 
right, that is. Right means copy 
that is packed with information. 
There is selling power in facts. 

But such advertising should be 
backed up with selective sharp- 
shooting. That means personalized 
messages aimed at specific per- 
sons who seem to be in the mar- 
ket for what you have to sell. 
That means—HUSTLE! 

Make Uncle Sam your salesman. 
For a penny and a half he will 
deliver a letter (mimeographed or 
multigraphed), or a printed cir- 
cular, right to the doors of selected 
homes which are likely prospects 
for your merchandise. And make 
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CIRCULATION COVERAGE 
in any size city or town. 


To 18 million families living in Metropolitan 
Markets—242 counties under the influence of 
cities over 50,000 population. 


r RCU 
US LIST PROVIDES OVER 42,000,000 “! 


YOU’RE TAKING 
IN A MAGAZIN 


%.T. 


asked for it. 
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CIRCULATION COVERAGE 


in all places 
1,000 population. 


To 6-7/100 million families living in places 
over 1,000 population, beyond the influence of 
Metropolitan Markets. 


GRI. T’ is the on/y national publication concentrating its more than 600,000 circulation 
in that undercovered market. GRIT is a must on any basic list. If you are appealing to 
mass markets for soaps, cigarettes, packaged foods, you can’t afford to pass up this, 
12% of your national,’ non-farm market—the True Small Town Market. 
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(SMALL TOWN OR SUBURBAN TOWN) 
GIVES YOU THE ANSWER 


e Two of America’s leading advertising agency marketing-men 


e Department of Commerce officials approved the method. 


e American Marketing Association meetings in New York, Chicago, 
and Philadelphia acclaimed it as a great contribution to the 
advertising-marketing problem. , 


1 
L 


Y' 
LATION 


e A GRIT Representative will see that you get a copy for the 
asking. It’s a story which fits into your selling-plans now! 
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your telephone your salesman, too. 
Don’t be afraid to let people know 
you want their patronage; they 
won’t be offended, may even be 
flattered. 

I know a woman in Ohio who 
has cornered the market on baby 
sitting in a city of over 300,000 
population. A large staff of baby 
sitters is on her payroll, and she 
has a big, well-established busi- 
ness. And yet she is partially 
paralyzed, confined to her home 
in a wheelchair. With letters and 
a telephone she has done a swell 
job. Hustling with advertising is 
the answer. 

Selling opportunities for the 
man who hustles are almost lim- 
itless. Call into play a little more 
of your think-power and imagina- 
tion and energy—and watch your 
business grow. 


Coleman Names Levit 


Marjory Levit, formerly an as- 
sociate editor of Tide, has been 
named an assistant account execu- 
tive of Harry Coleman & Co., Chi- 
cago public relations organization. 


Canadians Elect 


W. T. Sutton, E. L. Ruddy Com- 
pany, Toronto, has been elected 
honorary president, and Owen J. 
Callary, Williams-Thomas Ltd., 
Montreal, has been chosen presi- 
dent, of the Poster: Advertising 
Association of Canada. 


Galter Opens Campaign 


Galter Products Company, Chi- 
cago, has launched a campaign for 
its Giant desk lighter in national 
magazines, stressing suitability of 
the lighter for Christmas gifts. 
Sidney K. Lenby Advertising, Chi- 
cago, is the agency. 


Plans Production Show 

The Chicago Technical Societies 
Council has announced plans for 
holding a 1948 Chicago Produc- 
tion Show, March 22-24, at the 
Stevens Hotel. 


WLCR Appoints Beiber 


Frederick E. Beiber, formerly 
assistant manager of Station 
WTHT, Hartford, Conn., has been 
appointed manager of WLCR, new 
station in Torrington, Conn. 
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DEALER PLEDGE—The Dodge division 


"Job-Rated" truck dealers to display signed pledges asserting they will not sell 

a truck unless it fits the buyer's needs. F. H. Akers (right), Dodge vice-presi- 

dent, watches the first pledge to be signed in the Detroit area put up by K. B. 

Brown, president of Ken Brown, Inc., with the yo of L. F. Van Nortwick (left), 
e 


director of the division's 


ie 
Bags 


tie. 


of Chrysler Corp. has asked its 4,000 


truck sales department. 


Places Canadian Copy 
Lady Esther Ltd., Chicago and 

Toronto, has appointed the Toronto 

office of J. J. Gibbons Ltd. to 


direct its Canadian advertising. 


G A12% SALES-HANDICAP 


Ladies’ H. J., Woman’s H. C., McCall’s, ( 
Good Hskpg., True Story, Life, Sateve- 
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in True Small Towns 


CIRCULATION COVERAGE 


under 1,000 population, 
where 1 out of 8 of your prospects lives. 


Wkly., and This Week 


is 1S THE COVERAGE Yoy a RE Ge, 
Tin, 
CG; 


GRIT WILL INCREASE YOUR 
- COVERAGE ON SUCH A LIST BY 18% 
 ATAN INCREASED COST OF ONLY 1'.% 


»d. 

k, wee GRIT PUBLISHING CO., WILLIAMSPORT 3,PA 

tion to the 

ypy for the Small Town America’s Greatest Family Weekly with over 600,000 circulation 
ow! GRIT is the most truly national of all Small Town publications 


tial customers lives here. 
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Time, Liberty, Amer. 


3-3/10 million 
families beyond the 
influence of Metropoli- 

tan Markets, in places 
under 1,000 population. 
1 out of 8 of your poten- 


oe 


‘Cedar Valley 
Times’ Resumes 


Publication 


VINTON, Ia.—The Cedar Valley 
Times has met demands of its 10 
printers for a 10% wage increase 
and thereby ended a strike which 
caused suspension of the daily for 
two days. Earlier, the newspaper 
had offered a 5% increase. 

M. P. Kruse, editor, said that 
since the start of the war the 
paper has increased wages 70 to 
80%, while ad rates have gone up 
only 25% and subscription rates 
one-third. 

“We seem to be confronted with 
the law of diminishing returns,” 
he declared. ‘‘There is very serious 
question whether small dailies in 
a field our size can continue as 
dailies if this trend continues.” 

The printers are not unionized. 


Irving-Cloud to Move 


Irving-Cloud Company, Chicago, 
publisher of Jobber Topics and 
The Super Service Station, will 
move from 435 N. Michigan Ave. 
to larger quarters in the Daily 
News building as soon as the new 
space is ready for occupancy. 


Forms Own Company 


J. Howard Blake has resigned 
as director of market research of 
Glenn L. Martin Company to form 
the Market Development Com- 
pany at 572 Washington St., Wel- 
lesley, Boston 81. The new com- 
pany offers planned distribution 
in the New England states. 


47 


Avisco Rayon Data 


Reaches Millions 


of Farm Women 
New York — Working through 


home demonstration agents, 4-H 
leaders, 


farm publications and 
rural schools, the American Vis- 
cose Company’s educational pro- 


gram reaches an estimated 10,- 


000,000 rural women annually 
with information on the purchase 
and care of rayon merchandise. 

As part of the rural activity, 
special mailings are made regu- 
larly to government - sponsored 
home demonstration agents 
throughout the country. For such 
purposes, American Viscose makes 
available scripts on the care and 
buying of rayon and on related 
topics. 

Avisco is sponsoring this year 
a new “Wear-Care Contest,” with 
special cash awards, among the 
1,500,000 girls between the ages 
of 12 and 18 who are enrolled in 
4-H clubs. Contestants are re- 
quired to demonstrate, before a 
group, their knowledge of the care 
and buying of fabrics. In addi- 
tion, the company will mail upon 
request to all 4-H local leaders a 
complete, packaged study program 
for use in their group meetings. 

Rural schools and clubs are also 
supplied with complete rayon 
study units on such subjects as 
wardrobe planning, buying rayons, 
caring for rayons, sewing with 
rayon, and background in rayon. 

To round out the program, farm 
publications are sent special re- 
leases on rayon developments. One 
publication recently received 5,980 
reader requests for one American 
Viscose consumer leaflet, “How to 
Wash Rayon Fabrics.” The pub- 
lication had described the leaflet 
in its editorial columns, offering to 
send it, free of charge, to readers 
writing in for it. 


Appoints Kuhn Agency 

Randolph T. Kuhn Advertising 
Agency, Portland, Ore., has been 
appointed to direct the advertis- 
ing for the annual fall show of 
the Pacific International Livestock 
Exposition. Newspapers, radio 
and posters are being used. 


D-F-S Joins Four A’s 

Dancer-Fitzgerald-Sample, Chi- 
cago and New York, has been 
elected to membership in the 
American Association of Adver- 
tising Agencies. 


WUNCEe 


The word is fulfilled by the deed... that 
is why a particular clientele has come 
to depend upon us to really deliver 


the ultimate in quality reproduction. 


| CAMO OWLEYY, 31. 


PHOTO ENGRAVERS OF QUALITY 


547 SOUTH CLARK STREET, 


CHICAGO + WABASH 6284 
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To Gerth-Pacific 


Lenkurt Electric Company, San 
Carlos, manufacturer of electrical 
carrier equipment for communica- 
tion systems, has appointed Gerth- 
Pacific Advertising Agency, San 
Francisco, to handle its advertis- 
ing and public relations. 


Held Heads Rundle 


H. J. Held has been elected 
president of Rundle Mfg. Com- 
pany, Milwaukee, a subsidiary of 
Sears, Roebuck & Co. He succeeds 
E. F. Dobson, who has been ap- 
pointed president of Florence Stove 
Company. 


Two Join WTIC 


Allen Ludden has joined Sta- 
tion WTIC, Hartford, Conn., as 
continuity editor, succeeding Floyd 
Pattee, who has resigned. Marcia 
Peaslee has joined the station’s 
public relations staff. 


Frank Joins Whipple 
Floraine Frank has _ joined 
Claude E. Whipple Advertising 


fae ae 


Agency, Detroit. 


‘The new Scripps-Howard study of 
Grocery Products Distrib 

available. You'll find it packed with | 
brand new grocery distribution facts | 
from fifteen major markets. 7 


WHAT IS THE STUDY? 


It’s the result of shelf-checks made in more than 
1300 grocery stores in fifteen major markets. City 
by city, it tabulates the percentage of grocery out- 
lets that have your products in stock. 


WHERE WAS IT CONDUCTED? 


In Birmingham, Cincinnati, Cleveland, Columbus, 
El Paso, Evansville, Fort Worth, Houston, Indian- 
apolis, Knoxville, Memphis, New York, Pittsburgh, 
San Francisco and Washington. 


SCRIPPS-HOWARD 


NEW YORK. . . . World-Telegram COLUMBUS . + « « « Citizen 
CLEVELAND | e200 0 0 © © © Press CINCINNATI. .. 2.2 2 eo Pos? 
PITTSBURGH . .... + +» Press KENTUCKY... .... + Pos? 
SAN FRANCISCO ..... .News Covington edition, Cincinnati Pos 
NDIANAPOLIS .... . . «Times KNOXVILLE. . . . . News-Sentinel! 


Nationol Advertising Department 7 230 Perk Avenve « . New York 
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TTtttit tt 
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HOW WAS IT CONDUCTED? 


Each newspaper selected a representative cross sec- 
tion of grocery stores (chains and independents) in 
its market area. Then field workers went into each 
store to make a check of 40 major grocery classifi- 
cations, and record the brands found in stock. 


WHAT DOES IT SHOW? 


This report—which covers hundreds of local, sec- 
tional and national grocery products—shows for 
each market the percentage of stores which had each 
brand in stock at the time the field worker checked. 


HOW DO YOU GET A COPY? 


Just send your request on your business letterhead 
to any Scripps-Howard National Advertising Office, 
or to the Research Department, Scripps-Howard 
Newspapers, 230 Park Avenue, New York 17, N. Y. 


NEWSPAPERS 


DENVER + « «Rocky Mt. News EVANSVILLE . 

emnsaseanae et ae ee Post HOUSTON. .....6- ° hes 
MEMPHIS . Commercial Appeal FORT WORTH. ..... «© « Press 
MEMPHIS. ..... Press-Scimitaor ALBUQUERQUE... . . . Tribune 
WASHINGTON ......-. News ELPASO.... . + « Herald-Post 


Chicage + San Francisce + Detroit + Cincinnati + Philadelphia + Fort Worth 
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Newcomb Urges 


Druggists to 
Study Costs 


BALTIMORE—“‘There is one fun- 
damental job in which manage- 
ment in the distribution field has 
failed for years, and that is know- 
ing costs,” E. Allen Newcomb, 
secretary of the National Whole- 
sale Druggists_ Association, 
charged here recently. 

Speaking before the Maryland 
Pharmaceutical Association, Mr. 
Newcomb urged retail druggists to 
“modernize business methods as 
well as stores.” Accurate cost ac- 
counting methods, he said, are 
most important if sales emphasis 
is to be properly directed. 

“In the production field,’ he 
continued, “the science of cost ac- 
counting has become just exactly 
that—a science. There is hardly 
a manufacturer who cannot tell 
you within the fraction of a penny 
what his costs are on any process 
or product, or on any part of the 
product.” 

But in the field of distribution, 
this is not so, he declared. ‘“‘Man- 
agement, in short, must become 
more alert today than ever before 

. and cost studies similar to 
those which have been initiated 
by wholesale druggists are the 
first and most important step to- 
ward maintaining distribution ef- 
ficiency.” 

Distribution policy is unsound, 
said Mr. Newcomb, unless prod- 
ucts reach the customer at a price 
he can afford to pay and unless 
distributors receive sufficient mar- 
gin to cover costs and assure a 
profit. 


Garesche Appointed 


Cleaning & Laundry World and 
Photographic Trade News, pub- 
lished by Cahir Publishing Com- 
pany, New York, have appointed 
Jerome K. Garesche, Chicago, as 
representative. 


ARF Appoints Harris 


The Advertising Research Foun- 
dation has appointed R. L. Harris, 
advertising manager of American 
Chicle Company, to the admin- 
istrative committee for the Con- 
tinuing Study of Transportation 
Advertising. 


Gets Wilmar Account 


Wilmar Electronics, New York, 
has appointed Jasper, Lynch & 
Fishel, New York, to handle its 
advertising. National magazines, 
newspapers and business papers 
will be used. 


DC&S Names Holden 


William K. Holden, former vice- 
president and general manager of 
Affiliated Products, New York, a 
division of American Home Prod- 
ucts, has joined Doherty, Clifford 
& Shenfield, New York, as an ac- 
count executive and member of 
the plans board. 


Stewart Joins Fawcett 


Alexander Stewart, formerly 
with Dell Publishing Company, 
New York, has joined the adver- 
tising sales staff of the Fawcett 
Women’s Group, New York. 


BRISTOL-MYERS 


advertised in 
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IF THE SALES CLERK 
DOESN'T KNOW HOW 
TO TALK YOU UP... 


oh, 


tain a) Bees a 
rc Tepesy 


“For want of a nail, the shoe was lost, | 
for want of a shoe, the horse was lost, for want of a Horse, the man 
was lost, for want of the man, the battle was lost.” 


Remember that yarn? How desperately 
it applies to the fate of your merchandise . . . and your reputation, 
in the hands of a sales-clerk! | 


For want of accurate information, the sale is lost. 
For want of enthusiasm, the sale is lost. For want of education, 
your advertising, promotion, good-will . . . lost! 


The stores of America are doing a great job 

in training their sales-personnel. For example, over one 

million Sales Training Manuals published by Women’s Wear Daily, 
are currently used by stores. 


But the retailer’s sales-training problem is 

enormous. The responsibility for inspiring and educating | 
the sales-clerk, on the merits of your merchandise, and your brand-name 
. . . must be assumed by you. 


Among the 17,796 department stores and specialty shops 
who read Women’s Wear Daily every day, are the retail 
personnel responsible for sales training. 


Make sure that the stores know your story. 


Every day, more stores are turning to Women’s Wear Daily 

for fashion information; 

for brand-name information; for selling information. 

What better way to educate every sales-clerk to do a better 

selling job for you . . . than to tell your story in Women’s Wear Daily? 


Women’s Wear Daily, The Retailer’s Daily Newspaper, 
Fairchild Bldg., 8 East 13th St., N. Y. 3. 
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YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE” 


Don't Be Satisfied with Ordinary 
Wasteful DIS PLAYS 


May We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 

We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in'’ the force of na- 
tional advertising. 


FREE 36 Pages... 420 


Pictures . . . on 
Exhibit of Performance. Write for 
@ copy of it Today on your business 
letterhead. 


For SPORTSMAN a traveling window dis- 
play of great elegance incorporating fine 
wood carvings 


ALSO COMPLETE SERVICES FOR EVERY 


— * ___. OTHER POINT OF SALE ACTIVITY 


AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION ; 


W. L. STENSGAARD & ASSOCIATES, INC. 


351 N. JUSTINE STREET « CHICAGO 7, ILL. 


Carstairs Maps Campaign 

Carstairs Bros. Distilling Com- 
pany, New York, is using 150 
newspapers throughout the area 
in which the company sells to 
promote Carstairs White Seal 
blended whisky, Carstairs Est. 
1788, and Carstairs gin. 


Joins ‘Time-Life’ 

James D. Alberse has resigned 
as account executive and copy- 
writer of Donahue & Coe, New 
York, to join the promotion de- 
partment of Time-Life Interna- 
tional. 


WTIC-FM Boosts Power 


WTIC-FM, Hartford, Conn., has 
increased its power from 250 to 
3,000 watts. Future plans call for 
a further and final increase in 
effective power to 20,000 watts, 
the limit authorized by FCC. 


Maps Forum Session 

The third session of the 16th 
annual New York Herald Tribune 
Forum will be held in the Wal- 
dorf-Astoria Hotel Oct. 21. 


Puzzle Contest 
Sparks Fiction 
Book Club Drive 


New YorK—One of the newer 
entries in the burgeoning contest 


field is the Fiction Book Club,|. . 


which has started advertising a 
$50,000 unique puzzle contest. 

The contest requires no purchase 
to enter, and original copy ex- 
plains carefully: ‘‘This contest is 
just another important part in the 
club’s consistent, large-scale ad- 
vertising program designed to win 
thousands of new members. Dur- 
ing the past two years alone, for 
example, the Fiction Book Club 
has spent more than three quar- 
ters of a million dollars in ad- 
vertising in such famous magazines 
as Look, Redbook, Woman’s Home 
Companion, McCall’s, American 
Weekly, etc.” 

The full-page copy appeared in 
55 newspapers, principally in 
magazine sections, with a few 
papers carrying 1,000 lines instead 


NANRGE 


NEW IDEAS, new models, new trims, 


new services, are constantly building new 
sales of merchandise of all sorts. Twenty- 


five years ago we were just learning the 


sales power of obsolescence — the auto- 


mobile taught it to us. Now we've grasped 


ONE OF THE MOST IMPORTANT 
WORDS IN MERCHANDISING 


the idea with enthusiasm — in almost 


every line. CHANGE has brought about 


new competition as well as new sales. 


progress! 


CHANGE is the American symbol for 


NDOOR DISPLAY MATERIAL 
SHARES IN THIS.. 


in stores, the new methods of displaying mer- 
chandise, the super markets, the giant drug 


cy 


New motivations. New ideas in action displays. 
New ideas in size, color, shape. New thorough- 
ness in planning. New store studies. New cus- 
tomer surveys have all contributed. We demand 
more from this on-the-spot sales force. 

McCandlish experts are constantly contributing 
to the production of displays that talk, displays 
that interest, displays that se//. It's a business 
that’s eternally new. The architectural changes 


stores, the chain store ideas, 


new problems. 


have all developed 


McCandlish men are alert to these facts. They 
are constantly studying them. They want cus- 
tomers to have displays that will be used — 
displays that talk. They will help you get more 
from this on-the-spot sales force. 


We are always glad to tell the McCandlish 
story to interested people. We work two ways: 
1. We reproduce what you and your agency 
may develop, contributing unusual construc- 
tional skill and ingenuity plus faithful 
reproduction. 2. On request we handle all the 


creative work of developing the display ma- 
terial from conception to production. 

Let us send you a copy of our interesting 
new booklet, ‘*The Creation and Production 
of Advertising Displays.’’ Contains 48 vital 


illustrations from our movie of the same title. 


Write for it to — 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS &% ADVERTISING DISPLAYS 
ROBERTS AVENUE @ STOKLEY STREET « PHILADELPHIA 


Rabin ape 
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of the full page. A few got four- 


_| color ads. 


H. B. Humphrey Company is 
the agency. 


FRAM STARTS CONTEST 


PROVIDENCE — Fram Corporation 
has announced a “why I like 
.’ contest for Fram oil and 
motor cleaner, in a two-color half- 
page in The Saturday Evening 
Post and other publications. 

Contestants need not buy the 
products to win, but must obtain 
entry blanks from dealers. Prizes 
include five autos—a _ Lincoln, 
Studebaker, Mercury, Ford and 
Crosley—and 224 others, includ- 
ing refrigerators, freezers, watches, 
radios, etc. 

Van Sant, Dugdale & Co., Balti- 
more, is the agency. 


BU-TAY PRODUCTS TO RUN 
CONTESTS FOR RAIN DROPS 


Los ANGELES—Bu-Tay Products, 
for Rain Drops detergent, has 
launched the first of six monthly 
prize contests to run_ through 
March, 1948. 

The contest is being promoted 
nationally in more than 80 mar- 
kets. Newspapers and spot radio 
are being used, through Glasser- 
Gailey, Los Angeles agency. 

Contestants are asked to write 
letters telling why they like Rain 
Drops for dishwashing or laundry. 
No box-tops or other premiums 
are required. The prizes include a 
Bendix washer and 100 Kwikee- 
Fold clothes baskets each month. 


$10,000 CONTEST 
GETS $60,000 PUSH 


Cuicaco—The nearly 400 appli- 
ance dealer members of the Chi- 
cago Electric Association are 
spending $60,000 to promote a 
five-week contest with $10,000 in 
merchandise prizes. 

The contest, which opened Oct. 
9 and closes Nov. 15, was heralded 
by teaser and full-page copy in 
the metropolitan dailies, addi- 
tional space in the suburban and 
community press, and spot radio 
and television. 

No purchase is necessary for 
participants. They must complete 
the sentence: “I want to live elec- 
trically because .. .,” and register 
the entry blank with a dealer be- 
fore sending it in. 

Purpose of the promotion, han- 
dled through J. R. Pershall Com- 
pany, is to create store traffic and 
sales prospects for dealers, and to 
stimulate public thinking on the 
desirability of home appliances. 


COMIC NEEDS NAME 


Cuicaco—The Chicago Tribune 
recently ran 1,700-line advertise- 
ments in newspapers in the Mid- 
west announcing a $12,500 cash 
prize contest for a name for a new 
comic strip just launched. 


Bendix Promotes Sands 


Leo G. Sands, sales engineer of 
Bendix radio division of Bendix 
Aviation Corporation, has been 
promoted to district sales manager 
of mobile radio sales. He will 
make his headquarters in Chicago. 


Channing Made V.P. 


George M. Channing, sales man- 
ager, has been appointed vice- 
president of Norwich Pharmacal 
Company of Canada. 


BEGINNER'S LUCK ? 


Yo! rbuy amateur cau set 


FOTOT YES 


. This ad set with Fototype in just 
25 minutes! WRITE FOR FREE CATA : 
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CLOSE-UP — B. Kuppenheimer & Co., 


Chicago, will show such extreme close- | 
ups as this in its fall magazine cam- | 


paign. Weiss & Geller is the agency. 


Kuppenheimer 
to Show Extreme 
Close-ups in Ads 


1947 


CuHicaGco—In advertising its | 


men’s clothes in magazines this 
fall, B. Kuppenheimer & Co. will 
do the next best thing to includ- 


ing actual swatches of material in | 


the copies. 


In place of using full-figure | 


drawings, 
background, as previously, Kup- 
penheimer full-page, full-color ads 
will show an extreme close-up of 
its suits and coats. These will take 
up nearly half the layout and per- 
mit illustration of the texture of 
the cloth. 

Each page will also avin sev- 
eral secondary fashion figures, and 
each of these garments shown will 
be represented in a large repro- 
duction of a swatch of the same 
cloth. Copy will be limited to the 
slogan, “It’s a Kuppenheimer,” 
plus only 10 to 26 words of other 
copy. 

The schedule includes Esquire, 
Newsweek, The Saturday Evening 
Post and Time. 

Weiss & Geller handles the ac- 
count. 


Links Old Friar Brands 


Italian & French Wine Company, 
Buffalo, is marketing Old Friar 
brand-blended whisky throughout 
New York state as a companion 
product to Old Friar brand wine. 
Ellis Advertising Company, Buf- 
falo, is handling both whisky and 
wine campaigns. 


Look (0 le 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


against a full scenic| 


‘Newsweek’ Shifts 


Charles M. Kinsolving and John 
F. Connery, formerly with News- 
week’s international editions sales 
staff, have been transferred to the 
national staff. F. E. Davis has 
been appointed advertising man- 
ager of the foreign editions. 


Drops Candy Account 
Garfield & Guild Advertising, 
San Francisco, has resigned the 
account of O’Brien’s of California, 
San Jose candy manufacturer. 


Kidde Appoints Grant 


Stuart Grant, formerly with the 
Pure Oil Company, has been ap- 
pointed advertising manager of 
Walier Kidde & Co., Belleville, 
N. J. He will also aid in sales 
promotion activities. 


Plugs Tomato Products 


Dennison’s Food Company, Oak- 
land, Cal., has started a campaign 
for its newly labeled tomato prod- 
ucts, Dennison’s catsup and chili 
sauce, using outdoor posters and 


ads in The American Weekly (Pa- 
cific Coast edition), Family Circle 
and Sunset Magazine. Over 3,000 
chain breaks and one-minute spots 


will be aired over major networ 
and independent stations. John- 
son Advertising Service, n 
Francisco, is the agency. 


Chicago 


Nefender 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


“GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


Consolidated Coated 


Papers } 


The blinding light from spot welding makes 
this operation difficult to reproduce in print. 
Excellent photographs, fine engravings and 
faultless printing on quality coated paper are all 


essential. 


_ sara mactor Comrany 


Fine Coated Paper 


Needs No Other Name 


The word “coated” has always distinguished the finest paper available for 
reproducing half-tone engravings. Although improvements have been 
made, the purpose and name of the product remain unchanged. 

By “streamlined” manufacturing, Consolidated brought coated paper 


to a higher degree of perfection while costs were reduced. This superior 


To insure striking reproductions throughout 
its interesting and instructive publication 
“News and Views” (in which the above photo- 


product... at uncoated prices .. . is, as always, a fine coated paper and 
needs no other name. 


PRODUCTION GLOSS 
MODERN GLOSS 


graph appeared) Caterpillar Tractor Company 
regularly uses Consolidated Coated Paper. 
Many other manufacturers throughout America 
likewise specify Consolidated Coated for their 
finer printed pieces. 

Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers meet almost any 
printing need. 
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NRDGA Starts Contests 


The National Retail Dry Goods 
Association has opened entries for 
its annual retail newspaper adver- 
tising contest, conducted in coop- 
eration with the Newspaper Ad- 
vertising Executives Association, 
and its annual retail radio adver- 
tising contest, in cooperation with 
the National Association of Broad- 
casters. Winners will be an- 
nounced at the NRDGA national 
convention in January. 


“Extras” You'll Find Only in 
THE SPORTING GOODS DEALER 


4 = THE GREATEST VOLUME 
OF ADVERTISING... 


In both display and classi- 
fied advertising THE DEAL- 
ER dominates the field. 


One reason why advertisers 
who want results use THE 
DEALER...St. Louis 3, Mo. 


Agencies Laggard 
About Television, 
Lindquist Says 


Cuicaco—Agencies have been so 
backward about television that a 
number of them have gone into 
the field only after instructions 
from their clients to do so. 

Norman C. Lindquist, vice- 
president, Television Advertising 
Productions, making this charge 
against agencies before the Am- 
|vets Advertising Post here, de- 
clared that agencies here “are 
letting cities like Los Angeles and 
Philadelphia carry the ball in this 
new medium while Chicago is lag- 
ging behind.” 

Admitting Chicago has only one 
station, WBKB, televising pro- 
grams now, Mr. Lindquist pointed 
out that six more stations are ex- 
pected to be in operation here in 
another year. He said that 90 ad- 
|vertisers are currently sponsoring 
| programs on 14 video stations in 
'the U. S. 


Elects Directors; 
Maps New Program 


The Committee on Consumer 
Relations in Advertising has 
elected James A. Foltz Jr., busi- 
ness manager of the Cleveland 
Press, and James D. Shouse, presi- 
dent of Crosley Broadcasting Cor- 
poration, Cincinnati, to its board 
of directors. 

The committee’s current project 
is a lesson series, “The Consumer- 
Buyer and Distribution,” consist- 
ing of 14 lessons prepared by a 
committee of marketing experts 
with the help of specialists in the 
individual fields. 


Colavolpe Changes 


Andy Colavolpe, formerly on 
the staff of the Daily News, Nauga- 
tuck, Conn., has joined the adver- 
tising staff of the American, 
Waterbury, Conn. 


Appoints Lindner 

Dudley Lindner, formerly with 
Hearst Advertising Service, has 
been appointed an account execu- 
tive of Brisacher, Van Norden & 
Staff, San Francisco. 


Postwar ‘Migrants’ 


Near 11,000,000, 
Census Discloses 


WASHINGTON—A special Census 
Bureau analysis of nearly 11,000,- 
000 “migrants” who moved be- 
tween August, 1945, and October, 
1946, shows that professional and 
semi-professional workers are one 
of the most migratory of all occu- 
pational groups. 

Census figures show that 11.6% 
of the 2,295,000 male professional 
and semi-professional workers in 
the current labor force moved at 
some time during the test period. 
About 10% of the 1,369,000 females 
in these occupational groups 
moved. 

Census reports that close to 
6,000,000 of the huge number of 
migrants in the period just after 
V-J Day moved for reasons con- 


Wouldn’t 


it be wonderful 


if you could pay a handsome salesman 
to stand in every retail outlet 

in which your products are sold 

to talk about your products to 
everyone who enters? 


at any fime. 


Glow, Series 300. 


_ MEW TYPE indoor Sign. 
~ operote. Fluorescent tubes can be replaced 
Plexighas Cover. 
clean. When you write, ask for Perma- 


inexpensive to 


Eaty to 


Too expensive? . .. Not if 

you use Cincinnati 

Blue Ribbon Signs. 

They’re point-of-sale salesmen 

that flash your sales story or slogan 
over and over and over 


just the way you want it told. 


No other company offers 

as complete a choice 

of custom-built all glass, 

glass and metal, glass and plastic, 
illuminated or non-illuminated, 
neon, fluorescent, incandescent 
indoor signs as “Cincinnati”. 


We'll be glad to help you 

by planning, designing and quoting 
prices, in quantity, on signs in which 
your trademark will be fired in— 
permanent! Write today! 


Lens ===> 5 
The CLMGINWATE Advertising Products Co. 


3676 BE — ST. 


CINCINNATI 23, OHIO 


Representatives 
in Principal 
Cities 


Coast to Coast 


BRILLIANT eae ‘patedad: ie complate 
Plexigios Cover makes this Permo-Kieen Sign 
an outstanding value. Con be designed in 
almost any shape and size. Transformers 
separate or attached. 


BM AUTHORIZED 
A SALES“ SERVICE 


YOUR NAME “FLO -“Strate-Glo” 
sign with the greatest of ease. An effect 
heightened by flvorescent lighting that is 
very ynusval! ry 


TIMELY INDOOR ADVERTISING doubles the 
vaive of your national advertising budget. 
Your dealers will help you pay for these 
inexpensive Ad-Clocks. 
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nected with their job or with the 
job of the head of the family. In 
addition, 1,900,000 moved for rea- 
sons connected with the housing 
situation. 


Shows Educational Levels 


In general, the educational level 
of the migrant population 20 to 
29 years of age was somewhat 
above that of the non-migrant 
population of the same age. Census 
figures show 19% of the migrants 
20 to 29 with one or more years 
of college, as compared with 13% 
of non-migrants. 

Comparisons in the 25 to 44 
year age brackets showed no ap- 
preciable difference among vet- 
erans and non-veterans in the 
reasons given for moving. 

Breakdown of 10,700,000 mi- 
grants for the period shows 5,- 
695,000 female and 5,022,000 male. 
Male migrants included 1,501,000 
veterans. Of 10,700,000 migrants, 
3,801,000 were in the 25 to 44 
age bracket. This constituted 9.1% 
of the total population in the 25 
to 44 age group. 

Next most numerous were the 
3,126,000 under 14, a figure ac- 
counting for 9.3% of that age 
group. Census shows that 1,547,- 
000 migrated in the 20 to 24 year 
bracket. This was 13.7% of all 
in the 20 to 24 group. 


Sales People Move Less 


While professional and semi- 
professional workers were among 
the most mobile of occupational 
groups, the Census figures show 
that salesmen and _ saleswomen 
were only moderately mobile. 

In all, 11.6% of the male and 
10% of the female professional and 
semi-professional people migrated. 
On the other hand only 6.8% of 
the 2,000,000 male and 7.7% of the 
1,331,000 female sales people 
moved during the period. 

Census found that 7.1% of the 
4,790,000 male proprietors, man- 
agers and officials had moved and 
3.4% of the 681,000 females in 
those occupations. 

Full details of the migration by 
age groups, occupations, educa- 
tional and veteran status are in- 
cluded in Series P-20, No. 4, avail- 
able from the bureau. 

Census also released a resume 
of population growth showing by 
Jan. 1, 1947, an increase of 11,- 
000,000 since the national popula- 
tion census of April, 1940. 

Census Chief J. C. Capt said 
that the increase of 2,279,000 dur- 
ing 1946 was the largest in any 
year in our history. Estimates for 
the first half of 1947 show that 
the increase, largely from record 
birth rates, had continued, with 
the population reaching 144,239,- 
000 on Aug. 1, and increasing at 
the rate of a quarter million 
monthly. 


Heads Lighting Expo. 
Edward C. Huerkamp, sales 
manager of the lighting division 
of Westinghouse Electric Corpo- 
ration, has been appointed chair- 
man of the second International 
Lighting Exposition, scheduled at 
se Hotel Stevens, Chicago, Nov. 


Nion Appoints Webster 


Nion Corporation, specialist in 
the nutrition and vitamin field, 
has appointed R. W. Webster, Los 
| Angeles, to handle all advertising 
|on a nationwide basis, using med- 
ical and pharmaceutical journals 
and direct mail to physicians. 


Bridge Appoints Baggs 
Robert N. Baggs, formerly sales 
|manager of International Re- 
| sistance Company, Philadelphia, 
has been appointed vice-president 
_and general manager of Harry P. 


Bridge Company, Philadelphia 
agency. 
| Western Market } Planned 


The Western Winter Market 
will be held Feb. 2-7 at the West- 
ern Merchandise Mart, San Fran- 
cisco. 
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Per Cent of 
Total Linage | 


(Ist 6 Months) 


Year in, year out, Advertising Age carries the largest advertising linage in 
the field. For the first half of 1947, the story is the same as it has been for 
many years past — Advertising Age leading by a wide margin! 


With 1,259,666 lines of display copy, it led its nearest contemporary by a 
margin of 31% — carried 5 times the linage of the last paper! 


And, with 36.2% of the total linage of the field for the first half of 1947, 
compared with 33.2% of the total during the first half of 1946, Advertising 
Age was awarded an even larger portion of the promotion pie! 


During the first half of 1947, it increased its portion of the total by 9.0%. 
Only two other publications of the five in the field improved their positions 
—by margins of 1.4% and 0.4%, respectively. Two received much smaller 
portions of the totals. 


These evidences of the unchallenged leadership of Advertising Age, of 
the continuing preference for this publication for the promotion of adver- 
tising media and services, are shown in the charts above. They are self- 
explanatory. 


Reasons for this long-continued preference by advertisers are equally 
clear. Advertising Age is read first. The power of news to compel imme- 
diate attention is universally acknowledged. It is read more thoroughly. 
High reader traffic from cover to cover is gained by its news format, and 
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advertising 


THE NATIONAL NEWSPAPER 


its minimum of departmentalization. It leads in readership. Twenty inde- 
pendent readership surveys—pre-war, war-time and post-war—all had the 
same result—Advertising Age’s “Leadership in Readership” remaining un- 
challenged. 


Advertisers know that what they have to say will be read in Advertising 
Age—read by the most important advertising executives in America from 
coast to coast. Hence, it is sound business that they should award it the 
largest advertising linage consistently. 
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(Continued from Page 1) 

aging machinery. The company 
has long made much of its own 
machinery, now is striving for a 
major place in this industrial 
business with the Carter Vac fill- 


ing machine and other machinery | 


in process of development. It will 
surprise no one very much if it 
goes on from here to other types 
of machinery in a fairly broad 
line, and even if it should even- 
tually turn up with containers, as 
well as the machinery for filling 
them. 

5. Continue efforts to build up 
the vitamin concentrates business 
(Distillation Products, Inc.) which 
it owns jointly with Eastman 
Kodak Company. 

6. Extend its limited retailing 
operations (as represented by 68 
farm service stores) by modern- 
izing stores and becoming more 
extensively interested in the sale 
of products other than feed, not- 
ably farm implements. 


Food Still First 

Despite all this juggling of pro- 
motional balls in a score of busi- 
ness fields, General Mills can be 
depended upon not to lose any of 
the razzle-dazzle advertising and 
promotional instincts which have 
pushed it into a dominant posi- 
tion in the packaged flour and 
cereal fields, nor any of the hard- 
hitting selling which has kept it 
away out in front in the bulk 
flour business, as well as an im- 
pressive factor in the feed busi- 
ness. 

The non-food fields into which 
General Mills is pushing its way 
are spectacular and to many 
(probably including some Gen- 
eral Mills old timers) bewilder- 
ing. They have enormously inter- 
esting potentials, and some day 
may change the character of the 
business substantially. But right 
now they are still in the “small 
boy” stage, saleswise and profit- 
wise, in comparison with the flour, 
feed and grocery products seg- 
ments of the business. 

During the fiscal year ended 
May 31, 1947, when General Mills’ 


; 


i 


Research is Darling of 


Expanding General Mills 


sales hit a whopping record of 
$370,932,000 and profits reached 
$9,236,000 (the previous year 
sales were $298,791,000 and profits 
$7,146,000), $204,000,000 of the 
sales were provided by flour and 
mill feeds, much of it as a result 
of exports, and formula feeds 
chipped in close to $52,000,000. 
Packaged foods contributed about 
$48,000,000, and all other sources, 
including the mechanical and 
chemicals division, and the farm 
service stores operation, about 
$66,000,000. 


How Competitors Fare 


It is interesting to note that 
Pillsbury Mills, direct rival of 
General Mills in the milling field, 
had profits and earnings both al- 
most exactly half as large for the 
same fiscal period. On the other 
hand, General Foods, with which 
General Mills competes directly in 
the cereal field, reported sales of 
$189,435,000 for the first six 
months of 1947, and profits for 
that period of $7,136,000, while for 
the 1946 fiscal year, Kellogg Com- 
pany showed earnings of $4,423,- 
000—about half of General Mills’ 
—on a volume of $79,160,000, con- 
siderably less than one-fourth of 
the General Mills’ total. 

General Mills handles not far 
from one-tenth of the domestic 
wheat crop in the United States, 
and is the dominant figure in the 
flour business. A tremendous 
amount of flour—by far the larg- 
est portion—is sold commercially, 
to bakers and other volume users. 

In the packaged flour field, Gen- 
eral Mills’ Gold Medal brand ac- 
counts for about one-sixth of the 
total volume, and the remaining 
240-odd GM brands (ranging from 
the big Sperry down to relative 
unknowns) pick up enough addi- 
tional volume to make General 
Mills as a whole ‘account for 
somewhere between one-fifth and 
one-fourth of the total’ market. 
Pillsbury’s Best, nearest competi- 
tor, sells about half the General 
Mills’ volume. All-purpose or fam- 
ily flour is still far from a monop- 
oly field, however, with almost half 
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ECONOMIC CHECKER BOARD—This ad, which ran widely in general and 
farm media earlier this year, is an interesting exposition of the expansionary, 
broaden-the-base philosophy of General Mills. 
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THE EXECUTIVE COUNCIL—Only five of the General Mills executive council members were available for this group picture, 

taken for Advertising Age in the board room. Left to right are Walter R. Barry, vice-president in charge of grocery prod- 

ucts; Harry A. Bullis, GM president; Leslie N. Perrin, executive vice-president; Gordon C. Ballhorn, comptroller; and Charles 
H. Bell, vice-president and research-production coordinator. 
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chairman of the board. 


HOW IT OPERATES—The headquarters administrative organization chart of General Mills gives a good picture of the com- 
pany's complex operations. Note how "research" is taken out of the normal organizational stream to report directly to the 


the total sales scattered among 
regional or local millers whe mar- 
ket more than a thousand brands. 


Kellogg Still Leads 


In the ready-to-eat cereal field, 
General Mills has been gathering 
in about a fifth of the business, 
and running neck and neck with 
General Foods. Neither, however, 
has been able to catch Kellogg, 
which is currently reported to be 
doing about 30% of total volume, 
on a tonnage basis. Kellogg’s corn 
flakes continues to lead the field 
in brands, with almost one-eighth 
of the total market, while Wheaties 
seems firmly entrenched in sec- 
ond place, with perhaps 10 or 11% 
of the market, and NBC Shredded 
Wheat, partly on account of its 
relative weight, does nearly as 
well on a tonnage basis. Cheerios 
have captured 7% of the ready- 
to-eat market, and Kix has some- 
thing less than half that figure. 

In the cake flour area—a small 
volume market—General Foods’ 
Swansdown is well out in front, 
with perhaps 45% of the market, 
while General Mills’ Softasilk gets 
a fourth, and Pillsbury’s Snosheen 
perhaps an eighth of the market. 

General Mills does well in the 
prepared soup mix field, too, 
where Lipton is getting about 45% 
of the business to GM’s 40%. 
Actually, however, canned soups 
take about 92% of the dollars in 
the soup field, leaving only 8% 
for dry soup mixes. 


A Big Retailer 


General Mills’ Bisquick is far 
and away the leader in the pre- 
pared biscuit mix field, getting 
about 75% of the dollar volume. 
It has not yet invaded the special 
gingerbread, muffin, etc., field na- 
tionally, nor the pancake mix field 
dominated by Quaker Oats’ Aunt 
Jemima, where by far the largest 
volume of mix business lies. GM’s 
Sperry division, however, markets 
a pancake mix and some other 
specialties in its western market- 
ing area. 

Its mill feeds, a by-product of 
the basic milling operation, and 
its Larro formula feeds make 


this huge business. And the farm 
service stores, which the corpo- 
ration expanded from a small New 
England chain it acquired when it 
absorbed Larrowe Milling Com- 
pany in 1929, and which now have 
been cut down to 68 large-volume 
stores after trimming the dead- 
wood from a onetime list of 140, 
put General Mills into the re- 
tailing business on a large scale. 

The stores, now being redesigned 
along lines laid out by Walter 
Dorwin Teague, serve principally 
as outlets for General Mills’ own 
products, but in many cases (and 
more, as time goes on) they are 
tending to become farm depart- 
ment stores, handling farm imple- 
ments as well as seeds, fertilizer 
and farm and dairy equipment 
and supplies. In themselves they 
are big business, ranging in vol- 
ume from $300,000 to upward of 
$1,500,000, and probably account- 


ing, in the aggregate, for total an- 
nual sales of somewhere between 
$30,000,000 and $35,000,000. 


Why Expansion? 


With all these operations in the 
food and closely related fields, and 
with the. problems of organiza- 
tional integration which inevitably 
come from combining half a dozen 
major businesses, why then is 
General Mills eagerly pushing into 
non-food, and even non-related 
fields? Why is it jousting with the 
giants of the appliance business? 
Why is it trying to carve a niche 
for itself in the bewildering chem- 
ical field? Why is it moving into 
the machinery field, and probably 
into the container field? 

The answers are amazingly 
simple, although their implica- 
tions and their carrying out may 
not be. They consist basically of 
a couple of facts and a state of 


Source of General Mills Revenues 
1932 vs. 1946 
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General Mills a major. factor in 


CHANGING—This chart of General Mills revenue shows how the business has 
changed since 1932. It will probably change more within the next few years. 
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mind: 

The One Important Fact is this: 
The flour milling business, upon 
which General Mills rests, will be 
no better 10 years hence than it 
is now. Per capita consumption of 
flour has dropped steadily since 
the turn of the century. From 
about 212 pounds per capita in 
1910, consumption of the golden 
grain dropped in the U. S. to 150 
pounds or less last year. In the 
milling industry, an optimist is a 
man who believes it will drop no 
lower. 


A State of Mind 


A corollary fact is that the 
milling business—a simple ex- 
tractive process—is a low profit 
business, with little product dif- 
ferentiation, and intense competi- 
tion. As demand declines, compe- 
tition is almost certain to get 
even fiercer, and profits even 
smaller. 

Those are the bald facts. But 
backing up the basic refusal of 
the Minneapolis miller to be con- 
tained within any field is a state 
of mind. General Mills is ex- 
pansionary in outlook, and always 
has been. In a traditionally stable, 
drab, workaday business, it has 
constantly insisted upon being 
spectacular, expansive, dynamic. 
The same state of mind that has 
built the concept of Betty Crocker 
into the world’s best known kit- 
chen personality, that has made 
the company one of the most spec- 
tacular and largest advertisers, is 
carrying it on to new fields and 
new adventures. 

You can find this state of mind 
flowing around you like a tidal 
wave in every nock of the re- 
cently acquired and now ele- 
gantly remodeled 12-story build- 
ing at Second Ave. and Fourth St. 
here which houses General Mills’ 
administrative offices. The ex- 


citement of expansion, of new |. 


fields to conquer, rages through 
the building. 


Tracked to Its Source 


It has its source and its in- 
spiration on the elegant twelfth 
floor, home of General Mills’ big 
brass, in the office of James Ford 
Bell, fifth generation scion of a 
milling family who succeeded his 
father as president of Washburn 
Crosby Company in 1925 and put 
General Mills together, with 
Washburn Crosby as its principal 
base, three years later. 

First president and largest stock- 
holder (3.2% of the eommon), and 
chairman since 1934, James F. 
Bell is not General Mills, and 
doesn’t pretend to be. But no one 
can deny that this bald, twinkling 
eyed, ruddy cheeked man of 68 
is the guiding light by which Gen- 
eral Mills has set its course. 

Suave, financially conservative, 
and solid and substantial in the 
best board of directors tradition, 
Mr. Bell nevertheless’ differs 
sharply from the conventional 
idea of a wealthy man protecting 
his interests by cautious conserva- 
tism and reflection upon “the good 
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old days.” 
In the best sense of the word, 
he is a forward-looking man, 
deeply concerned with the future, 
little interested in the past. (But 
he refuses to let his office be fur- 
nished in the functional modern 
which graces the duplicate office 
of President Harry A. Bullis on 
the other side of the resplendently 
modern board room.) 

To Mr. Bell, the company’s 
search for new fields to conquer 
is simple common sense. “The 


Bane? i 


as 


consumption of wheat flour,” he 
told us, “has fallen in my life- 
time from 225 to 150 pounds 
yearly. It will probably fall more, 
as standards of living are raised 
and greater diversity of diet is 
possible for more people. 

“Under these conditions, diver- 
sification is indicated. You want 
a few more strings for your profit 
bow.” 

So research is Mr. Bell’s darling, 
and the great white hope of Gen- 
eral Mills. And though he con- 
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from the normal organizational 
channels and piped right through 
to him. 

No board chairman, however, 


siders himself a representative of 
the stockholders and not an officer 
of management, research activi- 
ties at General Mills are detached 
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Near Crisis at Oxford Paper Company 
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Oxford’s mill in Rumford, 
Maine, is made up of new build- 
ings and equipment as well as im- 
provements to the present plant. 


The program is dedicated to one 
aim — Oxford’s never-ending 
search to surpass its own high 


standards in making 


A multi-storied building is almost 
completed to house additional 
operations and a new boiker and 
steam turbine are being added to 
assure an adequate supply of con- 


tinuous power. 


Elsewhere in the plant extensive 


SERIOUS SEARCH! PARTY ON LOOKOUT 
FOR ONE OF THE OLD HANDS WHO HAS LOST 
HIS WAY AMONG THE NEW BUILDINGS IN 
OXFORD'S CONSTRUCTION PROGRAM. 


program at 


paper. 


modernization is going forward to 2 


complete a program which will 
cost many millions of dollars. 


MILLS at Rumford, 


These additions and improve- 
ments which will further advance 
the quality and production of 
Oxford papers are matched by the 
skill of Oxford’s craftsmen, over 
600 of whom have had 20 or more 
years’ experience in the plant. 


Add to this Oxford’s complete 


control of all facilities from wood 


and West Carrollton, Ohio 


to the finished paper, and you : 
have the answer to why we can 
set high standards of quality and 

maintain them year after year. 


We suggest you call in the Oxford 

man next time you have a job in 
which quality counts. You’ll find 
Oxford merchants in principal 

cities Coast to coast. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


30 PARK AVENUE, NEW YORK 17,N. Y. 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 
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can run a company as complex 
and as vast as General Mills. So 
while Mr. Bell devotes himself 
primarily to long-range thinking 
as part of his function of protect- 
ing the interests of the corpora- 
tion’s 12,700 stockholders, the di- 


rection of the activities of 12,000 
employes devolves upon a close- 
knit team of management execu- 
tives who might well be described, 
in an entirely complimentary 
sense, aS an eager-beaver boy 
scout unit. 


ce 


-WIN THE HEART OF THE CONFECTIONERY 
“FIELD WITH ITS | ACE| PUBLICATION 


~ More Manufacturers—representing greater 
_ buying power — read CANDY INDUSTRY 
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At the top of the heap is 57- 
year-old Harry A. Bullis, who 
joined Washburn Crosby, General 
Mills’ predecessor, in 1919, and 
became president at the end of 
1942, following the resignation of 
Donald Davis to serve in Wash- 
ington. He was previously execu- 
tive vice-president, and has been 
a GM director since 1930. 


Master Coordinator 

An energetic, driving man with 
a list of outside organizational ac- 
tivities as long as your arm, Mr. 
Bullis is the master coordinator 
and fond coach of the hard-hitting 
executive team. He earns his sal- 
ary ($110,000 last year) by being 
“a sort of modest coordinator of 
a bunch of dynamos.” “My job,” 
he told AA, “is to hook them up 
in a circuit so they can supply 
more power together than any 
could individually.” 

Executive vice-president (at 
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GUIDING LIGHT—James Ford Bell, "founder" and board chairman of General 
Mills, who is principally responsible for the expansionary activities of the milling 
giant, particularly with reference to its extensive research operations. 
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Company plant) 
( and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
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Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 
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oe is a large volume of the kind of printing Printing Products 
Corporation is best er and organized to produce, so if in 

doubt, it is best to write or p 

be promptly given. 

Here is complete equipment and organization to handle all or any part 

of printing orders in which we specialize—from ILLUSTRATIONS 

and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 


one what is wanted and information will 


$70,000) is Leslie N. Perrin, a tall, 
spare, quiet-spoken veteran of the 
grain trade, who joined Washburn 
Crosby as grain executive in Chi- 
cago in 1921, and moved to Min- 
neapolis in 1936. In addition to 
his organizational activities, he 
has direct operating responsibili- 
ties as head of the functional de- 
partments of the business—grain, 
purchasing, manufacturing, engi- 
neering, products control and 
traffic. 

Vice-president, director and 
head of the grocery products di- 
vision, which directs merchandis- 
ing of all packaged foods, includ- 
ing Gold Medal flour, is youthful 
looking, handsome Walter R. 
Barry (salary $63,000), who de- 
serted the First National Bank of 
Minneapolis in 1916 to join Wash- 
burn Crosby, and has been there 
ever since, except for a rugged 
stint in the Marine Corps in 
World War I. 

It is interesting to note that 
these three men are the only op- 
erating executives presently rep- 
resented on the 14-man General 
Mills board (and also on the nine- 
man executive committee), al- 
though the corporation’s hierarchy 
includes 19 vice-presidents. 


Others on ‘First Team’ 


Other vice-presidents, who with 
Messrs. Bullis, Perrin and Barry, 
as well as comptroller Gordon C. 
Ballhorn and executive assistant 
to the president M. P. Stark, com- 
prise the “executive council,” 
which advises the president on 
problems of policy, administra- 
tion and procedure, are: 

Gerald S. Kennedy, in charge of 
flour and feed operations, another 


is supported by customers, supply houses, credit agencies, First National print. Washburn Crosby old timer, with 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 33 years of service to that com- 
Products Corporation and associates over $1,000,000 highest standing. Mailing and Delivery pany and General Mills under his 


service as fast as 
copies are completed. 


Proper Luality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price 


because of superior facilities and efficient management. 
A — connection with a large, reliable printing establishment 
wil. 


A SAVING is often obtained 


printing is done in Chicago, 
the great central market and 
distributing point. | 
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in shipping or mailing when 


belt. 

Arthur D. Hyde, director of re- 
search and president of -the me- 
chanical division, a youngish, tall, 
lean man with B.A., B.S. and 
metallurgical engineering degrees, 
who joined General Mills the day 
it was formed in 1928, a year out 
of college, and was milling super- 
intendent by 1931. In 1935 he was 
named director of manufacturing, 
and in 1942 vice-president and di- 


much anxiety regarding attentive service al a rector of research, continuing also 

quality and delivery Siac, — yrve? as president of the mechanical di- 
eee : vision. 

we ARE STRONG ON OUR spect Samuel C. Gale, head of adver- 


\ x . ° <— x. . co 
| (THE FORMER ROGERS AND HALL COMPANY) 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 


tising, public services, home serv- 
ice (Betty Crocker) and market 
analysis, an enthusiastic mite of 
a man, who picked up a Phi Beta 
Kappa key at the University of 
Minnesota before serving in World 
War I, joined the advertising and 
sales development department of 
Washburn Crosby in 1921, and be- 
came vice-president in 1942. 


Sal 
Vice Chairmen L. ee Has Divisional Set-up 

and Managing Director Telephone Wabash 3380—Local and Long Distance Secouiens Charles H. Bell, ch-psns 
Prsmitede sad Polk and La Salle Streets, Chicago 5, Illinois W. E. FREELAND ae coordinator and son ot 


Treasurer 


—— 


Director of Sales 
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joined General Mills in 1930, when 
he was 22, and has been there con 
tinuously since, except for wi 
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work in Washington and a stint in | 
the Army Air Corps. 

All of these men, with the ex- 
ception of Mr. Hyde, are within 
Mr. Bullis’ easy reach for what 
he calls a “huddle—no minutes 
taken and no holds barred” by 
reason of their congregation on 
the top floor of the General Mills 
building. Mr. Hyde is across town, 
in northeast Minneapolis, in the 
handsome new mechanical and re- 
search plant, where he can keep 
a careful finger on his special 
pets. 

Five more of the corporation’s 
vice-presidents are contributed by 
the five geographical divisions 
which produce and sell bakery 
flours and some family flours sold 
on a regional basis, and also act 
as regional sales headquarters for 
the grocery products operation. 
These men, all of whom are presi- 
dents of their divisions as well as 
vice-presidents of General Mills, 
are: Edward O. Boyer, Sperry; 
James E. Skidmore, Central; 
James S. Hargett, Southwestern; 
James J. Selvage, Southeastern; 
and Harry C. Lautensack, Eastern. 

The remaining General Mills 
vice-presidents are Edward K. 
Thode, who is also secretary; Ray- 
mond L. Brang, assistant to Mr. 
Barry in the grocery products di- 
vision; Eugene W. Burgess, in 
charge of industrial relations; 
Henry S. Crosby, in charge of 
plant engineering; Whitney H. 
Eastman, president of the chem- 
ical division; Arthur M. Hartwell, 
coarse grain purchases; Walter H. 
Mills, wheat operations; Searle 
Mowat, president of the Larrowe 
division; and G. Cullen Thomas, 
product control and bakery serv- 
ice. 


Each Has President 


The five geographic divisions, 
as well as the mechanical, chem- 
ical and Larrowe divisions, have 
already been mentioned. Alto- 
gether there are 13 of these divi- 
sions, each operating under its own 
president, and completely self- 
contained except for top policy. 
The other divisions are the Purity 
Oats division, which makes and 
sells rolled oats products under 
the Purity and other names, and 


and they all 


BUY 


From bubble gum to 
Buicks — whatever the 
product, if it's advertised 
in the Waco News- 
Tribune & Times-Herald 
it's presented to a BUY- 
ING potential of more 
than 150,000 readers. 
Only these great dailies 
dominate the rich Central 
Texas area — Texas’ Fifth 
Major Market. 


Waco City Population—96,500 
Metropolitan Area—103,000 


THE WACO NEWS-TRIBUNE 


THE WACO TIMES-HERALD 


WACO, TEXAS 


* MORNING © EVENING * SUNDAY 


National Rep’s Burke-Kuipers-Mahoney 


also supplies the oat flour for 
Cheerios; the special commodities 
division, which: converts mill by- 
products into chemicals, wheat 
starches and proteins, etc., and 
makes and distributes vitamin D 
and enrichment concentrates; the 
Duluth and Star Grain (Chicago) 
divisions, which operate terminal 
elevators and also conduct a com- 
mercial grain business; and the 
farm service division, which oper- 
ates retail stores selling to farm- 
ers. . 

This top hierarchy of General 
Mills is well paid (besides those 
mentioned, 11 corporate officers 
who got $35,000 or more averaged 
$41,600 each last year and 10 who 
received between $20,000 and $35,- 
000 averaged $29,500 each, while 
an additional 17 employes, includ- 


ing the division presidents who 
are not corporate officers, aver- 
raged better than $23,000 each). 
They are also relatively young, 
thanks in part to a compulsory re- 
tirement plan at age 65 which 
went into effect in 1940 (and ap- 
plies to everyone at GM except 
Chairman Bell), and they are un- 
likely to suffer from want in their 
old age, thanks again to the re- 
tirement plan. This exceptionally 
generous plan, which applies 
throughout the corporation and 
which has distorted General Mills’ 
earnings in recent years because 
of heavy initial contributions by 
the company, will pay Mr. Bullis 
an estimated $24,000 yearly upon 
retirement, Mr. Bell $16,535, Mr. 
Barry $17,347, and others in pro- 
portion, depending upon age, sal- 
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ary and the beneficiary’s own con- 
tributions. 


Came Up the Hard Way 


Almost without exception, they 
are veterans in their fields who 
have worked their way up either 
with General Mills or one of the 
companies which are now part of 
General Mills. But while the cor- 
poration loves to hire bright young 
men and bring them up the lad- 
der, it doesn’t hesitate to go out- 
side the fold when special talent, 
not available at home, is called 
for. Most notable example, per- 
haps, is the selection of Roscoe 
Imhoff, sales manager of the ap- 
pliance division, a veteran appli- 
ance man who got his job after 
General Mills had collected a list 
of 65 “top men” in the business, 
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narrowed it down to three, and 
then put the finger on Imhoff. 

A number of them, including 
President Bullis, came up along 


2/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


is 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Iilinois 
Write on Business Letterhead For Market Data Folder 


OTHER DONNELLEY 


Donnelley offers you a highly 


Out every servicing detail. 


number of families that can 


brace sampling, couponing, 
general advertising literature. 


Donnelley offers . . 


SELECTIVE MARKET 


dising value has been proved 


MAIL-AWAY PREMIUM SERVICE 


nent staff which can be readily adapted to fill 
emergency volumes of requests quickly and 
efficiently, protecting your good will through- 


VOLUME MAILINGS 


Donnelley mailing lists cover the maximum 


mail in the United States. Such mailings em- 


CONTEST PLANNING 
AND JUDGING 


Unique in the business is the merchandising 
experience, flexibility in servicing, executive 
judging, and financial responsibility which 
. ample reasons why 
Donnelley has judged most of the major 
contests sponsored during the past ten years. 


Donnelley has developed highly effective 
mailings to selective markets whose merchan- 


tests and successful national campaigns. 


SERVICES 


trained perma- 


be reached by 


mail order or 


MAILINGS 


by exhaustive 


sold on the campaign . . 


Your Prospects at Our Fingertips 


your point of sale 


305 EAST 45th STREET 
WEW YORK 17, W. Y. 
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The time for dealer direct-mail promotion is now... and 
now more than ever dealer promotions must do a real 
selling job... 

. . . mew dealers need a boost 

. . . Old dealers need new sparks of enthusiasm 

... mew hungry markets need to be directed to 


Such promotion is successful only when the dealer is 
| . when his best prospects are 
sold on the dealer... and when your product is sold 
to more people. 


aa 


Br Year after year Donnelley’s dealer help campaigns bring 
a highly profitable results to many of America’s largest 
oa and most discerning advertisers. 
a. To your campaign, Donnelley brings years of direct-mail 

merchandising experience, a highly successful method of 
compiling mailing lists of your dealers’ best prospects, and 
, a large highly integrated staff to plan, execute and service 
“3 your campaign with care and attention to every detail. 
A representative will be glad to call on you and explain 
fully the Donnelley plan of dealer direct-mail promotion. 


THE REUBEN H. DONNELLEY CORPORATION 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


727 VENICE BOULEVARD» 
LOS ANGELES 15, CALIF. 
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manufacturing or financial sides. 
But when we coyly queried Mr. 
Bullis about whether a “book- 
keeping” man really felt comfort- 
able heading an operation whose 
special forte is merchandising and 
advertising, he snorted. “I worked 
my way through college selling 


CHAIN STORE AGE 


Seuritein Kedlaunanct 


is the only - 1 
publication - | 
$890,000,000, 
l, FOUNTAIN-RESTAURANT (l 
MARKET 


EXCLUSIVELY 


sewing machines,” he said, “and 
anyone who does that has to be 
merchandising minded. 

“No one can get to be a major 
executive in this company—any 
kind of a major executive—who 
isn’t merchandising minded and 
sales and advertising minded. 
We’re very proud of the fact that 
we're an advertising and merchan- 
dising company. We’ve been that 
way all through our history. We 
intend to stay that way. And, we 
like hard-hitting competition.” 


Not a Family Affair 


Mr. Bullis likes to emphasize, 
too, that General Mills is working 
to develop younger men, that the 
corporation is not a family busi- 
ness, and that “all major execu- 
tives have come up the hard way. 
They have paid the price of -in- 
telligent hard work.” Two Crosby 
boys and young Bell are the only 


'| “family” men in the business, Mr. 


Bullis said, “and they’ve got to 
fight their way along, like anyone 
else.” 

Out of sheer perverseness, we 


taxed Mr. Bullis with his long 
connection with the National As- 
sociation of Manufacturers, of 
which he has been a director since 
1933. “How,” we asked him, “do 
you ‘justify’ your membership on 
the NAM board, in view of the 
fact that General Mills’ policies, 
public and employe relations ac- 
tivities and the oft-repeated state- 
ments of you and other responsible 
executives here, don’t seem to jibe 
at all with the basic public con- 
ception of NAM as a die-hard 
ultra-conservative group?” 


‘Inside Tossing Brickbats’ 


He had an answer for that, too. 
“Look,” he said. “Let’s say you’re 
on the outside tossing brickbats 
at NAM; I’m on the inside tossing 
brickbats. I’ve been an ‘obstruc- 
tionist’ and a ‘liberal’ on the NAM 
board for years. I don’t think I 
have to ‘justify’ that position. I 
think it’s sound and reasonable.” 
But one gathers that even the 
ebullient Mr. Bullis is a bit tired 
of the fray. This is his last term 
as an NAM director; he has re- 


KEY MEN—At left is Arthur D. Hyde, 
vice-president of the mechanical divi- 
sion, and also in charge of research, 
General Mills’ “great white hope.” At 
right is G. S. Kennedy, vice-president 
in charge of flour and feed operations. 


fused to run again. 

General Mills people like to talk 
about the business as composed of 
four rough parts: (1) bakers’ 
flours and regional family brands; 
(2) animal feeds; (3) grocery 
products, which include the pack- 
aged foods and nationally adver- 
tised flours; and (4) “other prod- 
ucts and services.” 

The first two are the “nuts and 


JOBBER 


Hundreds of thousands of carloads 


of an infinite variety 


terials are on the road to wholesalers 


and jobbers, whose 


salesmen read American Builder. 


DEALER 


of building ma- 


executives and 


Out from the jobbers’ warehouses go 
building materials to fill dealers’ 
orders. American Builder reaches the 
dealers who handle more than 85% 
of the building material volume. 


BUILDER 


American Builder is the standby 
with builders of light construction— 
the largest and strongest list of vol- 
ume buyers reached by any magazine 
in the building field. 


American Builder’s 80,000 Subscribers 


are the largest and strongest group in the 
light construction industry, covering every vital point-of-sale. 


>= FACILITATE the movement of a building prod- 
uct through the established channels of distribu- 


tion and to assure 


its application or use on a construc- 


tion job, requires the approval of the primary factors 
who control buying at three strategic points—the 
wholesaler’s warehouse, the retailer's yard, and the 
point of application at the construction site . . . Ob- 
viously, all three factors must agree that the product 


SEN ) N OW for the Most Complete 


Analysis of the LIGHT BUILDING CONSTRUC- 
TION INDUSTRY to be compiled in 30 years. 


is salable; that its performance is up to accepted 
standards. Any disagreement by any factor may mean 
“no sale” for the product . . . With strategic distribu- 
tion of its circulation covering the primary factors— 
wholesalers, retailers, and builders—American Builder 


exerts a powerful influence over the entire range of move- 
ment of building products from the manufacturers’ 


plants to final application or sale. 


The “Light Construction Industry” study defines in detail the light build- 
ing industry—how, where, what, and how much it buys. 

Here are authoritative tables giving the scope of the market. 

Here is information on buying practices that helps sharpen up sales 


plans and makes for effective advertising copy to interest builders and 


-The\ NRW 


EAASTRUETIN| 


ances. 


their suppliers. 
The channels of distribution are clearly charted, together with all fac- 
tors that influence buying of building materials, supplies, and appli- 


AMERICAN 


G 
AGE 


S-BOARDMAN PUBLICATION 


Here are the facts and figures that influence the selection of an adver- 
tising medium to reach this thriving market. Here is how and why 
American Builder can take you most directly to the largest group of 
builders and suppliers involved in the sale and use of products like yours. 

The study is just off the press with the latest available data. Reserve 
your copy now. 
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bolts” of the business, relatively 
stable and unspectacular. The 
third—grocery products—is what 
has contributed so largely to the 
reputation of the Minneapolis 
miller as a sharp, shrewd, effec- 
tive merchandising organization, 
uninhibited, fact-seeking, hard 
hitting and an important profit 
factor. 

In this division, and on behalf 
of it, are concentrated the bulk of 
the sales, advertising and promo- 
tional activities of the company. 
Vice-president Walter Barry’s gro- 
cery products division numbers 
650 salesmen, working out of 40 
branch offices (all other divisions 
combined have a total of about 
350 salesmen), and the big bulk 
of the advertising and home serv- 
ice units’ activities are on behalf 
of the products which Mr. Barry’s 
bright young men have pushed 
into dominant positions and expect 
to push still higher. 


300 Researchers at Work 


But the great white hope of 
General Mills currently centers 
around the research activities of 
Vice-President Arthur Hyde (who 
also heads the mechanical division) 
and his staff of probers into the 
unknown and the little known. 

General Mills’ research labora- 
tories started in 1930 with a staff 
of five working on cereal chem- 
istry. In 1934 the company started 
a training program to build up its 
research staff, and when war came 
it had 50 men, of whom 49 are 
still with the company. In 1936 
a product development depart- 
ment of two men was turned over 
to Hyde’s ministrations, and by 
1940 he had 100 engineers, drafts- 
men and skilled machinists on his 
staff. Now, in its expanding quar- 
ters in northeast Minneapolis, into 
which $1,500,000 of equipment has 
been poured, the research activi- 
ties of General Mills require the 
services of some 300 people, who 
are working to build up and defi- 
nitely expand the corporation’s 
line of food specialties; chart new 
areas in oils and fatty acids and 
in various chemical fields, and— 
at the other end of the scale, so 
to speak—to design and engineer 
new mechanical products, machin- 
ery, etc. 

Mr. Hyde’s researchers are split 
into two broad groups, under R. H. 
Manley, director of research, 
whose concern is over scientific 
and technical or “pure research” 
problems; and A. E. Burnett, di- 
rector of new products commer- 
cial research, whose realm is much 
more commercial. 


Many Things Coming 


Out of the “commercial” re- 
search end have come the recent 
new products such as Pyequick, 
dried soups and others now in the 
development stage. The “pure re- 
search” boys, meanwhile, are 
delving into the mysteries of fatty 
acids, chemicals, etc. 

These researchers literally have 
carte blanche, to go where they 
will; and no one, least of all Mr. 
Hyde or James Ford Bell, is sure 
where they will end. There are 
some limits, however nebulous, to 
the products which they expect 
General Mills to produce, as evi- 
denced by the fact that 10 or 12 
discoveries of one kind or another 
upon which they have happened 
have been sold to other companies 
for production or exploitation. 

Within four years, Art Hyde 
told AA, the Betty Crocker line of 
dried soups, now consisting of pea 
and vegetable noodle, will be ex- 
panded to perhaps seven soups. 
Navy bean soup will be coming 
out early next year, corn chowder 
in a year or so. And gingerbread 
and other mixes are coming along 
quickly. 

“Lots of things,” he said, “have 
already been put through the lab- 


which have yet to be put through 


oratory stage. There are lots more 


the pilot test stage. In general, it 
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takes five years of intensive re- 
search to bring a product through 
to the point where it can be mar- 
keted, and a lot of them drop by 
the wayside.” 


No Frozen or Canned Foods 


So the eyes of the top GM hier- 
archy are turned, expectantly and 
happily, upon those research oper- 
ations going on a couple of miles 
across town. Out of them, in a 
steady and relentless stream, they 
hope to get the products that will 
enable them to broaden the Gen- 
eral Mills base, to enlarge profits 
and provide ample diversification. 

But they won’t be quite all over 
the lot. For the present, at least, 
General Mills’ research into food 
products will stick to dry stuff. 
The corporate gimlet eye is passing 
quickly over frozen foods, and it 
stopped only momentarily to look 
at canned foods, investigating the 
canned infant food business before 
the war and deciding that it had 
no real love for anything in cans. 


Food Fair Expands 


Food Fair Stores, Philadelphia, 
will spend approximately $4,000,- 
000 in construction of 22 super- 
markets in New York, New Jersey, 
Pennsylvania and Maryland, to 
increase the company’s chain to 
115 outlets in six states. Of the 
total, 12 are either under construc- 
tion or will be within the next 30 
days, and the remaining 10 will 
be started early in 1948. Those 
under construction are expected 
to be completed before the end 
of this year. 


To Noyes & Sproul 


Noyes & Sproul, Inc., New York, 
ethical medical advertising agency, 
has been named to direct the pre- 
scription products advertising of 
Wililam R. Warner & Co., manu- 
facturing pharmacist, and its sub- 
sidiary, Standard Laboratories. 


Heads Canadian Body 


C. Bruce Hill, president of En- 
gineering, Tool and Forgings Ltd., 
St. Catharines, Ont., has been 
elected president of the Canadian 
Chamber of Commerce. 


Names Phil Hunt 


Phil Hunt has been named man- 
ager of the publicity department 
of the Portland (Ore.) Chamber 
of Commerce. He will also edit 
“Commerce,” official publication 
of the organization. 


Appoints Ellis Agency 

Gaston - Johnston Company, 
manufacturer of No-Roach, has 
placed its advertising with Ellis 
Advertising Company’s New York 
office. 


JOHN J. GILLIN, PRESIDENT 


REPRESENTED BY JOHN BLAIR & CO. 
ree a ae cre eee 


Frigidaire Opens 
Electric Washer 
Push This Month 


Dayton, O.—Frigidaire’s new 
automatic home washer is sched- 
uled to get a big magazine ad 
play beginning Oct. 25. 

The new addition to the Frig- 
idaire line has been tested for 
more than five years in homes, 
and black-and-white spreads will 
tell the story in American Home, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and The Saturday 
Evening Post, as well as in trade 
publications, in a drive set to last 
through February. 

The copy, in the form of an 


announcement telling how the 
washer is completely automatic, 
yet fully flexible at the same time, 
describes the simplicity of wash- 
ing with Frigidaire. 

“Put in the clothes and soap,” 
the ads say. “Set a single dial just 
once—and you can forget your 
washing until it is completed.” 
The machine fills itself with hot 
water, washes the clothes, empties, 
refills, rinses, empties, fills again, 
rinses, empties, spins the clothes 
damp-dry, empties the clothes, 
cleans itself and shuts off—in 2914 
minutes. 

First national radio announce- 
ments of the product will be made 
on Oct. 23, the day after the Post is 
on the newsstands, over a 160-sta- 
tion CBS hookup on “The Man 
Called X” show. Nancy Sasser’s 


Housewife’s Special column also 
will carry copy at the same time. 
Cooperative dealer advertising in 
areas where the products are avail- 
able will back up the drive. 

As in all Frigidaire advertising, 
the ads for the washer will sell 
the Frigidaire line as a family of 
products. 

Foote, Cone & Belding is the 
agency. 


‘Park East’ Alters Size 


Park East, New York, reduced | 


its size from 11x16 inches to 9x12 
inches, effective with its October 
issue. 


Harry Coleman Moves 


Harry Coleman & Co., Chicago, 
has moved its offices from 333 N. 
Michigan Ave. to larger quarters 
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at 69 W. Washington St. The pub- 
lic relations firm has also an- 
nounced the establishment of a 
Washington, D. C., branch. 


“Extras” You'll Find Only in 


THE SPORTING GOODS DEALER 


5 —THE GREATEST PAID 
CIRCULATION... 


Greatest in THE DEALER'S 
history and backed by the 
only ABC audit in the field. 


One reesen why advertisers 


who want results use THE 
DEALER...St. Louis 3, Mo. 


Represented in Chicago, Detroit, San Francisco and Los 
Angeles by Williams, Lawrence & Cresmer Company; in 
Boston, Tilton S. Bell, 


*Reported by The Retail News Bureau 


NEW YORK 


ity of customers. 


* vengeance: SO 


*Gimbels advertised these cur- 
tains ($3.99) exclusively in The 
Sun. Entire curtain Department 
very active. Advertised curtain 
was best seller all day. Quantity 
purchases were made by a major- 


ings ($1.98) 


*Macy*s advertised these stock- 


exclusively in The 


Sun. This was the best hosiery 
response observed this fall. Coun- 


ters were crowded all day. Mid- 
afternoon brought near mob ac- 
tion. Many quantity sales noted. 


The results recorded here are from two of the 
world’s largest department stores. However, this 
buying action is only typical of the day-to-day 
response Sun families give New York stores 
large and small. Large ads, small ads too, re- 
ceive the same kind of intent Sun-family read- 
ership which the L. M. Clark survey defined “as 
one of the best among America’s metropolitan 
daily newspapers.” It is understandable why New 
York department stores, for twenty-four con- 
secutive years, have given The Sun more adver- 
tising than any other morning, evening or Sun- 
day newspaper. 
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GAZETTE 419,881 un: 
2nd PAPER 413,453 unes 


(Figures by Media Records, Inc.) 


GAZETTE'S Larger Circulation 
FOR SAME RATE 
Means a Lower Milline Cost 


If you want a Food Campaign to Click 


In Schenectady The GAZETTE should be your Pick 
SCHENECTADY 


GAZETTE. 


REYNOLDS-FITZGERALD, INC., National Representatives 


ATTENTION AGENCIES! 


Giant . 
ADVERTISING 


SCRAP 
BOOKS 


OUR PRICE $8.95, Postpaid 
(Sold nationally for $15.00) 


Here’s what W. W. MacGruder, Inc., nationally recognized advertising 
agency, says about our giant scrap books: “They’re the most practical 
scrap book we’ve ever bought. They’re splendid for keeping an orderly 
and impressive record of our clients’ advertising and publicity, both 
large and small accounts.” 

Giant 26” x 26”, bound in extra heavy black simulated grained leather 
covers with 200 High Quality black pages . . . 100 loose-leaf type 
sheets. .Reinforced leather corners. Adjustable ledger type metal 
binding posts. Small Army Air Force imprint on cover can be blacked 
out. BRAND NEW. 

Send check or money order. Extra refill sheets only 7c each. 


MONEY REFUNDED IF NOT SATISFIED 
Associated Traders, Inc., 255 Kalamath, Denver, Colo. 


bFive month period. 
cTwo month period. 
dFour weeks and 39 weeks. 


Community Chests 
Open 5-Week Drive 
for $180,000,000 


New Yorxk—Community Chests 
of America has enlisted the sup- 
port of advertisers, agencies and 
media for its annual drive this 
month to finance a record number 
of local Red Feather health and 
welfare services during 1948. 

Community Chests has raised its 
sights by $10,000,000 in this year’s 
drive, and is out to obtain $180,- 
000,000 to finance 12,000 local 
services, whereas last year’s drive 


| arrived at supporting 10,000 serv- 


ices. 

Opening gun of an intensive 
five-week campaign was a coast- 
to-coast all-network radio broad- 
cast Sept. 26, on which Margaret 
O’Brien became the first personal- 
ity to introduce a President of the 
U. S. on the air. Theme of the 
broadcast was the role of the mil- 
lion volunteer “doorbell ringers” 
whose work makes the Community 
Chest services possible. 


Stars, Radio Give Time 


Hollywood stars Jack Benny, 
Edgar Bergen, Bob Hope, Dorothy 
Lamour and Jimmy Stewart—vol- 
unteers themselves — introduced 
typical Chest workers who spoke 
from their own home towns. One 
minute before the end of the 
broadcast, volunteer Chest cam- 
paign leaders throughout the na- 
tion came in on local stations to 
respond to President Truman, and 
H. J. Heinz II, chairman of Com- 
munity Chests, replied from Los 
Angeles. 

Broad radio coverage nationally 
and on local stations has been as- 
sured, by cooperation of the Ad- 
vertising Council, through its 
Radio Allocation Plan. Chest 
workers expect that about 700 net- 
work programs will promote the 
drive, and they quadruple this fig- 
ure for local Community Chest 
station broadcasts. Last year 800,- 
000,000 listener impressions were 
obtained through the council. 

A volunteer radio committee 
headed by M. J. Roche of Lever 
Brothers Company, Cambridge, 
has been instrumental in effecting 
radio cooperation. 

Through the Advertising Coun- 


cil, Community Chests has already 
sold 6,000 mats (including five, 
two and one-column mats) for 
use by local advertisers, princi- 
pally retailers, in local newspa- 
pers. It is expected that 8,000 
will be sold before the campaign 
is over this month. 


Prepares Newspaper Kit 


This year a kit of 43 newspa- 
per advertisements was prepared 
by Batten, Barton, Durstine & 
Osborn, including two Sunday ads 
by Bruce Barton: “There are 
two seas,” and “How long since 
you read the tenth chapter of 
St. Luke?” More than 400 Chests 
ran newspaper advertisements 
from the 1946 portfolio and this 
year the national organization ex- 
pects that figure to be even higher. 

More than 550 magazines are 
cooperating by giving some men- 
tion to the five-week drive, in- 
cluding 150 which are giving 
cover space to it. Last year about 
50 magazines contributed cover 
space to the Community Chest 
program. 

An unprecedented gesture of co- 
operation is being made by five air 
lines whose combined fleet of 332 
aircraft will fly the Red Feather. 
In response to a request by Justin 
Dart, vice-chairman of CC and 
president of Rexall Drug, Inc., 
American Air Lines’ and Pennsyl- 
vania-Central Air Lines’ steward- 
esses will wear Red Feathers in 
their caps all during the month. 
United Air Lines, Continental Air 
Lines, and Western Air Lines are 
featuring Red Feathers painted on 
the sides of their planes. 


Railroads, Movies Help 


The railroads, too, are helping. 
Every Pullman car in the country 
is carrying Red Feather posters. 
And through its local membership, 
the Outdoor Advertising Associa- 
tion of America, cooperating with 
the Advertising Council, is con- 
tributing 5,000 24-sheet posters. 

The national organization also 
has movies and slide films for 
showing during the month. “Red 
Feather,” starring Melvyn Douglas 
and Peggy Cummins and directed 
by Robert Sinclair of Twentieth 
Century Fox, is available in 35 and 
16mm., and runs 9 minutes, 20 sec- 
onds. «In addition, 1,700 prints of 
a 35mm. two-minute trailer—the 
gift of Warner Bros., entitled 
“Through Many Windows,” stars 
Joan Crawford. 

Two slide films, “Everybody 
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without price (free, that is!) ... 


the new 1947 CHAIN STORE AGE 


CHAIN DRUG 
MARKETING 
MAP 


” 934 Million Dollar 
CHAIN DRUG FIELD 


Printed. on heavy paper in 3 colors — size 
36” x 24” open — folds to handy file size. 


Turn to the map 
when you want to know 


@ number of drug chains in the U. S. 


@location of chain drug head- 
quarters. 


@ number of chain drug stores in 208 
principal cities, by companies. 

@ volume of business done by drug 
chains. 


@ percentage of business done in vari- 
ous departments of chain drug stores. 


For your copy of this new map 


CHAIN STORE AGE 


Dept. P9 
185 Madison Ave., New York 16 


2a aaa 
. Date 


Chain Store Age, Dept. P9, 
185 Madison Ave., New York 16 


Please send me a Chain Drug Marketing 
Map, free of cost. 


Name 


Company 
Address 
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Take 2 great, luxurious plane at San 
Francisco wr Los eles and, with » 


pd a: an 5 Sent, eens 
finer that makes ip a seagoing 
holiday! - : 
Wes Bed oe ee accom- 


“ 
Oahu, Mavi, Hawaii and Kauai . . . all 
four major islands ... You can Gli 12 days 
wich sightering, sports diversi 

with plenty of ame for relaxation. And 
you can de it all in a formight from any 


pars of the Unined States! 

Your Travel Agent will self you all about 
rowies, fares, bored, supply vou with pic- 
torial Heeracore, and you piga your 
itinerary. Come shis fall! You Sake 
Hawaii at any season, 
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Thor sdsonpcmces h spomemed By Haas Vision: Baresn, Halak. 
Hhasow. & aompmis ogsmization avuisined by ww neerios 
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RESUMES — After a six-year promo- 

tional blackout, the Hawaii Visitors Bu- 

reau has started a campaign in five 

newspapers and two magazines to stimu- 

late tourist trade. Holst & Cummings 
has the account. 


Hawaii Tourist 
Copy Resumes 


Hono.Lu.Lu — After a six - year 
promotion silence, the Hawaii 
Visitors Bureau has started a lim- 
ited advertising campaign, con- 
centrating primarily on the Pacific 
Coast. 

When advance bookings indi- 
cated that Hawaii would have ex- 
cess hotel and transportation ca- 
pacity, the bureau asked Holst & 
Cummings to prepare a campaign 
to stimulate tourist business from 
October to January. 

Limitation of time and funds 
prohibited use of an extensive list 
of national magazines, according 
to Stewart Fern, director of public 
relations for the bureau. The 
bureau was able to get into Sun- 
set and The New Yorker however. 
In addition, it bought Sunday is- 
sues of four West Coast news- 
papers, the Los Angeles Times, 
Portland Journal, San Francisco 
Chronicle and Seattle Times, and 
the Pacific Coast edition of The 
Christian Science Monitor. 

In its copy, the bureau tries to 
sell all four islands, Oahu, Maui, 
Kauai and Hawaii, and their ac- 
cessibility. It says the tourist can 
spend 12 days in the islands out 
of his two-week vacation, starting 
from any point in the U. S. Aloha 
Week, Oct. 26-Nov. 2, gets par- 
ticular promotion. 


LeVally Appointed 
for Handyhot Campaign 


LeVelly, Inc., Chicago, has been 
named to handle the advertising 
of the Chicago Electric Mfg. Com- 
pany, manufacturer of Handyhot 
electrical appliances and portable 
washers. A consumer campaign 
will introduce the Handyhot line 
of 26 appliances, starting with a 
full-page color ad in the Dec. 13 
Saturday Evening Post and a half- 
page color ad in the December 
Better Homes & Gardens. 

The 1948 schedule includes full 
and half-page insertions in Ameri- 
can Home, Better Homes & Gar- 
dens, Parents’ Magazine, The 
Saturday Evening Post, and Wom- 
an’s Home Companion through the 
first quarter. Trade publications, 
point-of-sale displays and direct 
mail also will be used. 


Directs Travel Office 


The British Guiana Tourist 
Committee and Grenada, British 
colony in the Windward Islands, 
have opened tourist offices under 
the direction of Wendell P. Col- 
ton Company, New York agency. 


Sonotone Promotes ‘900’ 


Sonotone Corporation, Elms- 
ford, N. Y., will introduce the 
new miniature all-in-one Sono- 
tone 900 hearing aid in a color 
spread in Life in November, fol- 
lowed by a black-and-white page 
in a December issue of the maga- 
zine. Sonotone dealers in 315 
U. S. cities will schedule their 
own newspaper advertising. The 
firm’s 1948 schedule calls for ads 
in Business Week, Farm Journal, 
Ladies’ Home Journal and Life. 
Lloyd, Chester & Dillingham, New 
York, is the agency. 


To Noyes & Sproul 


Noyes & Sproul, New York 
medical advertising agency, has 
been named to handle the adver- 
tising of Baybank Pharmaceuticals, 
Inc., division of Chesebrough 
Mfg. Company. Medical publica- 
tions and direct mail will be used. 


Uridge Leaves WJR 

Owen Uridge has resigned as 
general manager of Station WJR, 
Detroit. His future plans have not 
been announced as yet. 


Katy Wins Gold 
Oscar for Best 


‘46 Annual Report 


New YorK — The 1946 annual 
report of the Missouri-Kansas- 
Texas Railway was judged “best 
of all industry” in the Financial 
World survey finals, results of 
which were made public at the 
publication’s annual banquet. 

Donald V. Fraser, president of 
the road, accepted the gold “Oscar 
of Industry” trophy on behalf of 
his management. A year ago Rob- 
ert R. Young received the same 
top award for the Chesapeake & 
Ohio Railway, thus making it two 
years in succession that a railroad 
has won the grand prize. 

Silver trophies were awarded to 
Electric Boat Company for the 
best 1946 annual report of all 
manufacturing; Eastman Kodak 
Company, consumer goods; San 
Diego Gas & Electric Company 
and Seattle Gas Company (a tie), 


te 


ve. 
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utilities; and Franklin Square Na- 
tional Bank, Long Island, financial 
reports (including banks, insur- 
ance companies and other financial 
institutions). The first best-of-all 
Canada silver award went to Na- 
tional Breweries, Montreal. 


Poehlman Joins Gross 


Helene Poehlman, formerly with 
Foote, Cone & Belding, has joined 
the research staff of H. M. Gross 
Company, Chicago. 


Transfers George Hall 


George Hall, on the sales staff 
of Mademoiselle, published by 
Street & Smith Publications, Inc., 
New York, has been appointed 
national advertising manager of 


61 


the company’s new magazine, 
Mademoiselle’s Living. 


HOSIERY 


Advertising to Hosiery Mills: 
KNIT GOODS WEEKLY 


Gaitying. Pesiery Advertinieg 


to Retailers arid Wholesalers: 
Monthly Hosiery Merchandising 
Section—edited solely for 
. Buyers of Hosiery 


KNIT GOODS WEEKLY 
| Madison Ave., New York 10 


MIDWEST 
BINDERY 


HAND BINDERY SPECIALISTS 


549 W. WASHINGTON ® CHICAGO © RAN. 96 


MATERIAL MOUNTED 
AND INSERTED INTO 

SAMPLE BOOKS 
AND LOOSE LEAF CATALOGS 
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PURPOSE OF OUTDOOR TRIPS 


(average daily percent of all trips) 
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Sos 
ow Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertising 
executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 


sa 


"+ ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


INDUSTRIAL MARKETING « CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


FOUR GREAT PUBLICATIONS TO SERVE You 


Standard Brands Elects 
Cunliffe and Cassie 


William L. Cunliffe, who has 

been elected president of Stand- 
ard Brands International, New 
York, will be responsible for his 
company’s international business 
in Europe, Asia, Africa and Cen- 
tral and South America, as well 
as Canada. His headquarters are 
in Montreal. 
_ Charles Cassie, vice-president 
in charge of Fleischmann prod- 
ucts, has been elected president 
of Standard Brands Ltd., Mont- 
real. David W. Wallace, vice- 
president in charge of grocery 
products, has been appointed vice- 
president and general sales man- 
ager. 


Two Appoint Metcalf 


George T. Metcalf Company, 
Providence, R. I., has been ap- 
pointed to handle the advertising 
of Hackett Automotive Accessories 
Corporation, manufacturer of 
windshield wiper blades and arms, 
and Allen Linen & Towel Supply 
Company. Both are located in 
Providence. 


Rocky Mountain Empire farmers annually harvest a cash income of 
two billion dollars. In Colorado the cash income per farm is almost 
twice the national average. Most of this income is spent in the 
towns and cities of the Rocky Mountain Empire. And in the spending, 
new markets are created... markets for drugs and clothing, for food 
and furniture, for necessities and luxuries...markets for your products 


... Markets which can best be sold through THE DENVER POST. 


. *Source: Sales Management's Survey of Buying Power *« May 10.1947 + Copyrighted 
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ENVER 


Editor and Publisher, PALMER HOYT 
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Represented Nationally by MOLONEY, REGAN and SCHMITT, inc 
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PictSweet Foods 


Will Get Biggest 


Promotional Push 


(Picture on Page 79) 


Mr. VERNON, WaAsH. — Pushing 
sales of canned and frozen foods 
in western states and moving east 
of the Mississippi for the first 
time with frozen foods, PictSweet 
Foods, Inc., has launched the 
heaviest campaign in its history, 
using radio, newspaper, outdoor 
and point-of-sale advertising. 

The campaign will extend 
throughout the 1947-48 selling sea- 
son. 

Sales on the Pacific Coast, in 
Rocky Mountain states and in 
Texas will be pushed with monthly 
full-color half-page advertise- 
ments in Sunday comic sections of 
17 newsnapers; full-page, full- 
color copy in the Pacific Coast 
editions of This Week and Pic- 
torial Review, and the Sunday 
Portland Oregonian. This color 
copy will be supplemented with 
smaller black-and-white ads in 
37 dailes, scheduled on food pages 
throughout the year. 


Magazine Copy Planned 


In addition to newspaper space, 
PictSweet will run color adver- 
tisements in Family Circle, Sun- 
set and Western Family. In Sep- 
tember it began a five-times 
weekly radio show for housewives 
over 45 Mutual-Don Lee stations, 
starring Bill Gwinn and Merv 
Griffin. The outdoor poster cam- 
paign has been expanded to in- 
clude 34 western cities. 

As PictSweet builds distribu- 
tion in eastern markets, it will 
carry continuous advertising in 
these areas. So far it has entered 
16 cities in 13 new markets. In 
each new market PictSweet opens 
with a full-page full-color ad in 
newspaper roto sections and fol- 
lows with black-and-white copy. 
It is also using radio spots and 
posters in new markets. 

Honolulu is another of the mar- 
kets PictSweet is entering with 
frozen foods, using newspapers 
primarily. 

Drop-in mats for retailers and 
point-of-sale material, including 
price cards, shelf strips, decals, 
window strips and banners, are 
available throughout the PictSweet 
distribution area. 

Ruthrauff & Ryan, Seattle, 
handles the account. 


Alters Closing Dates 


Effective with the December is- 
sue of National Live Stock Pro- 
ducer, the closing date will be the 
fifth of the month preceding the 
date of publication for type com- 
position and the ninth of the 
month preceding date of publica- 
tion for electros. The publication 
has moved to new offices at 139 N. 
Clark St., Chicago 2. 


DuMont Names Caddigan 


James L. Caddigan of Boston 
has been appointed manager of 
the programming division of the 
DuMont Television Network. His 
job will be to furnish program 
service for WABD, New York, and 
WTTG, Washington. For the past 
15 years he has been associated 
with Paramount Pictures in the 
New England district. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Negroes end 
10 billion dollars a year! If you have 
food, drinks, geen 4 or any other 
products to sell, reach this big buyin 
public through the Negro papers an 
magazines. Interstate United News- 
papers, inc., 545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets and 
profits! Write us today. 
NOTE: We now haye facts compiled by the 
® Research . of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 
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; Races ret mew > |Marks 50th Year Coconut Plant Completed 

PACKARD EIGHTS « 18! The Evening Argus, Montpelier,| The new $2,500,000 Franklin 
:. Vt., will publish a special anni- | Baker Company coconut plant 
' we wo prea versary edition later this month, | in San Pablo, the Philippines, has 
+h wet os marking completion of 50 years | been completed, replacing a simi- 
> eo So Boe eo as a daily. The present editor and | lar unit which, was destroyed by 

publisher is Elaine Atkins, grand-|the Japanese in December, 1941. 
hin niece of Hiram Atkins, who| Packaged coconut will be avail- 
hing founded it as a weekly in 1863]able in the U. S. by the first of 
— under the name of Montpelier |next year, at which time adver- 
= Argus & Patriot. ising plans a the arenes "= Over 37,000 circulation, including 25,000 league and 2515 
meet oA bien Memmaronn aeral’ te saat city a Rpm oo? ie ae ma news with 100% 
on, nan~ coverage o certifie wling establishments. Bowli 
the Sets Housewares Manual ager of Franklin Baker division market, wide open after four war Snek produces $291,000. 
tory, The “1948 Hardware & House- | 0f General Foods. 000 annually — three times as much as pro baseball. 
aoe se PR apy Bg = _—_—— Write for our latest rate card today. 
e Age, New York, wi hnso 
tend j Hay a a v wie ney no ™ P i renee renege ted e Official Publication of 
und section of the Variety Store . P. Johnson has been elec 
sea- Editions. The manual gives in-| president of Romec Pump Com- Ol Ms, 44 AMERICAN BOWLING CONGRESS 
ie ig vom Speuy ae carried in| pany, Elyria, O. He was pre- 2200 NORTH THIRD STREET 
» in € hardware and housewares de-| viously vice-president and direc- THE BOWLER'S MAGAZINE MILWAUKEE 12, WI NSIN 
| in partments of variety and general|tor of Aro Equipment Corpora- SsCONS 
thly merchandise chain stores. tion. 
tise- RECORD DRIVE—This full-color maga- 
1s of zine page is part of Packard's introduc- 
full- tory campaign for the ‘48 line. Young 
lonat & Rubicam is in charge of the drive, 
Pic- biggest in the company's history (AA, 
Oct. 13). 

iday 
olor 4 og 
with McCall's’ Starts 
> 
ages Selling Radio 

to Dept. Stores 
ace, New YorkK—McCall’s is now 
ver- promoting a transcribed radio 
Sun-= | show to department stores, and 
Sep- expects that the stores will start 
imes sponsoring the show Oct. 27. 
rives The show, which the magazine 
ions, calls “McCall’s on the Air,” will 
lerv probably be known locally as) 
_am- “Blank’s Magazine of the Air.” It 


in- consists of three-times-weekly, 15- | 
minute transcriptions, with two- | 


ibu- and-one-half minutes left free for 
will store identification and commer- 
ae cials. 
ered McCall’s is giving the show to 
In the stores, which will pay for the 
pens air time. The three segments of 
d in the show are broken to fit the 
fol- magazine format, i.e., Monday is 
Opy. fiction, Wednesday is homemak- e 
and ing, and Friday style and beauty. eee if you export 
McCall’s told AA that while the 
mar- show will make use of the maga- t e e 
with zine’s editors—who will be played L A 
pers by radio actors—it will make no O atin merica 
mention of the magazine’s adver- ’ 
and tisers. Scott, Cunningham, an in- RO , 
ding dependent erat originated VERY man, woman and child in the United States 
cals, and sold the package. knows him... loves him. From Thanksgiving to 
are : —_—_— Christmas he smiles and beckons from millions of 
weet . . newspapers, magazines, billboards and store win- 
Celco Ap P eints Seidel dows. He ie ie of an star salesmen, and the delight of 
tle Seidel Advertising Agency, New every ad ‘ hi 
; York, has been named to direct very ad-man. Few symbols, if any, pack a bigger emo- 
the advertising of Celco Corpora- tional wallop than Santa Claus. 
tion, New York, manufacturer of But to most of our friends south of the Rio Grande he __ ing and foods. Through their many years of association with 
| Caton eo ge ge is just another man. with a beard. Santa, his reindeer, these and other Latin American markets, these men have 
r is- and the Time Saver line of paint Christmas trees and other holiday symbols as we know gained a valuable fund of first hand experience and infor- 
mre cimbvine. them have no appeal or significance to our Latin American _—mation which is available to clients desiring help with their 


$4 selina neighbors. Mexican, Central or South American printed matter, adver- 


oa Opens PR Bureau You would be surprised how often oversights like this “— wre pti mh . 

— Portland Cement Association, crop up in Latin American export printed matter, espe- 1ese Maher men can translate or rewrite your messages 
+ nil Chicago, has established _a public cially when copy is literally translated by someone lacking convincingly in Spanish because they fully understand the 
9 N. sanees errr! a ——_, Ma an intimate knowledge of Spanish customs and thinking language, habits and preferences of the people you wish to 

manager of the association, as habits. Sometimes the results of these little slips are merely make your customers. 
manager. Milton E. Hlava has ludicrous... often they prove highly embarrassing to the The large, modern Maher plant is unexcelled in the 
jan been named assistant advertising advertiser. And always they are costly because they invari- _ United States for the production of Spanish printed matter. 
“ manager. ably destroy the reader’s confidence in the selling message. Next time you have a catalog, booklet, direct mail cam- 
r 0 a To guard against such errors an impressive number of paign or other printed material to produce for distribution 
i = Aagennta Semana a ; leading U. S. firms look to the Latin American Department _ in Latin America, let a Maher representative show you how 
gram oslad dane ak Ge Oontenanl a ag the John Maher Printing Company for assistance _ easily, efficiently and economi- 
, and 9 in the preparation of their export literature. This group of cally the entire job can be han- 
Detroit Company, has been ap para P ; group y Job | | 
a pointed advertising manager of carefully selected native Latin American writers and ad-men _ dled through the unique Spanish 
in. United States Radiator Corpora- edits a number of highly successful Spanish language busi- _ language printing facilities of the 
— gene we a its Pacific Steel ness publications covering such varied fields as pharmaccu- Maher organization. No obliga- 
; ticals, machinery, beverages, radio and electronics, packag- _ tion, of course, 
"Bebhshrbals PLENTY OF J M b c 
| S BUSINESS IN onn maner rating Oompany 
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Creators of fine domestic and exftorl frrinting 


DEPT. AA+7 *® 2001 S. CALUMET AVE. * CHICAGO 16, ILL. 


EAGHOO 


oe 


Send Today for a 
copy. of “Preparing 
Effective Printed Matter 
for Latin America?’ 


“ei 
COUNSELING © TRANSLATION © TYPESETTING ® PROOFREADING © PRINTING ¢ DISTRIBUTION 
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Stanada Names Foley 
Richard A. Foley 


Advertising 
Agency, Philadelphia, has been re- 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO, 
Division of 


* Artkraft® Manufactu: 
900 Kibby St., Lima, 


Y 


Corporation 
jo, U.S.A. 


__*Tretemerts tog. U.S. Por OF. 


tained to handle the advertising 
of Stanada Corporation, Strouds- 
burg, Pa., maker of plywood boxes 
for the bakery and_ industrial 
trades and a line of 18th century 
book cases. 


Wettstein Office Moves 


The San Francisco office of Bob 
Wettstein, West Coast publishers’ 
representative, has been moved 
~ ma T.W.A. building, 240 Stock- 
on St. 


CHECK YOUR 


PRODUCT WITH 
YOUR COMPETITION 


This factual 1947 Consumer Analysis will show you 


how your product stands with consumers as well as 
with competition in the St. Paul Market. Write for 


your free copy today! 


1t will be helpful if you moke your request on your business letterhead. 


National Advertising Department 
ST. PAUL DISPATCH-PIONEER PRESS 


St. Paul 1, Minn. 


RIDDER-JOHNS INCORPORATED 


342 Madison Ave., New York Wrigley Building, Chicago 


Penobscot Buliding, Detroit 


MEST. PAUL DISPATCH-PIONEER PRESS 


CREATORS 


of the 


nation’s finest 


ADVERTISING 


Monsen-Cuicaco 


22 EAST ILLINOIS STREET 


MonseEn-Los ANGELES 


928 sOUTH FIGUEROA STREET 


ty pographers 


depend 


on 


Macy’s Sales Rise, 
Profits Decline; 
Price Drop Urged 


New Yorx—Consolidated sales 
of R. H. Macy & Co. and sub- 
sidiaries for the fiscal year ended 
Aug. 2, 1947, amounted to $285,- 
082,754, a gain of approximately 
11% over the $255,662,451 re- 
ported for the past fiscal year. 

Consolidated net profit was $7,- 
071,060, compared with a net 
profit last year of $9,344,826. Net 
sales of individual units compris- 
ing the Macy group all showed 
increases over last year, while net 
income from retail operations 
showed declines in each case. 

During the year, Macy’s ac- 
quired the John Taylor Dry Goods 
Company, Kansas City, and re- 
cently Macy’s New York opened 
a branch at Jamaica, N. Y., and 
LaSalle & Koch, a branch at Tif- 
fin, O. 

Reviewing the fiscal year’s op- 
eration, Jack I. Straus, president, 


declared that earnings were af- 
fected by two major factors: the 
United Parcel Service strike last 
fall and the large markdowns dur- 
ing last spring in order to bring 
inventories down to a level that 
would permit a satisfactory turn- 
over of stock. Merchandise in- 
ventories totaled $31,195,378 at the 
close of the year as against $38,- 
005,144 at the end of the previous 
year. 

Mr. Straus declared that “‘prices 
quite generally must be readjusted 
downward before a_ sustained 
period of prosperity is possible 
and the sooner this is accom- 
plished, the shorter the period of 
readjustment will be.” 


Evans Names Faurie 


Georges Faurie, formerly adver- 
tising, merchandising and sales 
promotion manager of the home 
radio division of Westinghouse 
Electric Corporation, has been 
named general sales manager of 
the heating and appliance division 
of Evans Products Company, 
Plymouth, Mich. 
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Adds ‘Dealer News’ 


Rheem Mfg. Company’s eastern 
office in New York has prepared 
a new external publication, 
“Rheem Dealer News,” the first 
issue of which appeared this 
month. The new publication is 
circulated by direct mail to a list 
of more than 35,000 plumbing, 
heating equipment and household 
appliance wholesalers and dealers 
throughout the U. S. 


Names Bernstein Agency 


Bo Bernstein & Co., Providence, 
R. L, has been named to handle 
the advertising of Goodyear Foot- 
wear Corporation, Providence. 
Georgia Carson, formerly with 
Horton-Noyes Company, Provi- 
dence, has been appointed admin- 
istrative assistant in the agency. 


Promotes Hobby Show 


National Publicists, New York, 
has been appointed by Campbell- 
Fairbanks Expositions, Inc., to 
handle the publicity for the Na- 
tional Hobby, Crafts and Science 
Show to be held in Madison 
Square Garden, Nov. 23-30. 


Announcing —The Standard Reference Book 
of the Fueloil and Oilheating Industry 


An Annual Desk Book 
for all Branches of 
the Industry 


e 
A Source Book 
of Informa- 
tion for Men 

Who Buy 
and 

Speci- 
fy 


An Unparalleled 


Advertising 
Opportunity 


—A Great 
Buying Medium 


CHANCE to present your advertising message in a complete, last- 
A ing, constantly-referred-to directory and buying guide to 4000 
keenly interested dealers, jobbers and manufacturers in the fueloil 
and oilheating business. Write today for details and rate card. 


FUN EREAGUICASeAINGIUCIENMOTR IOAN 


232 Madison Avenue 


Telephone LExington 2-4566 


New York 16, N. Y. 
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v EESKYVCH ZEMICH 72 IEDINY ROK 


PRES 12000 KOJENCU 


NOW FEWER DiE—Outdoor posters 

like this and other advertising by 

Czechoslovakia's ages | of Public 

Health have sharply reduced the in- 

fant mortality rate in that country this 
year. 


‘Automatic’ Train 
Reservation Plan 
Launched by C&O 


CLEVELAND — Robert R. Young’s 
Chesapeake & Ohio Railway now 
seems about ready to do every- 
thing for travelers but mind the 
baby. 

Newest wrinkles in C&O service 
are an automatic train space res- 
ervation service and hotel reserva- 
tions arranged by the railroad in- 
stead of the traveler. 

A central train space reserva- 
tion bureau in Huntington, W. Va., 
will start operations for the entire 
system about Jan. 1. This will be 
an electrically-operated device 
whereby, for the price of one 5- 
cent local call in any on-line town 
and in other eastern cities, the de- 
sired space on any C&O train au- 
tomatically is reserved up to eight 
weeks ahead. The space will be 
delivered when the passenger 
boards the train. 

The plan—which probably will 
have a catchy name—was first an- 
nounced on C&O’s broadcast of 
“Information Please” on MBS in 
four cities. It will also be pro- 
moted in newspapers and other 
media, through Kenyon & Eck- 
harat. 


Hotel Reservations Also 


Via direct mail to a list of ex- 
ecutives in its territory, as well as 
business paper space, the railway 
announces that it stands ready to 
help the passenger make advance 
hotel reservations. The telephone 
call for the railroad ticket can in- 
clude the hotel reservation re- 
quest, and confirmation is pro- 
vided either by the C&O office in 
the originating city or the destina- 
tion. 

The service is being provided in 
all cities and towns reached by 
Chesapeake & Ohio trains and 
through sleeping cars. In personal 
letters to executives, J. C. Ostrom, 
passenger traffic manager, points 


“The WFDF Flint Sports Reporter | 
says the Redskins pulled a surprise 
play.” 


| 
A | 


out that “We can’t guarantee that 
the desired hotel accommodations 
will be available at all times, of 
course, but our experienced travel 
representatives will do everything 
possible to reserve exactly the 


kind of accommodations you 
want.” 


Gets Cremo Brewing 


Cremo Brewing Company, New 
Britain, Conn., brewer of yf nated 
sparkling ale, beer and Dukesa. a 
malt tonic, has appointed Brad- 
Vern, Van Diver & Carlyle, New 
York, to handle advertising. News- 
papers in Hartford, Middletown 
Meriden and Norwich, Conn., will 
be used, supported by advertising 
over WONS, Hartford, WMMW 
Meriden, and WNOC, Norwich’ 
outdoor posters, car cards and 
point-of-sale material. 


Use of Geographic 
Sales Analysis 
Termed Vital Now 


New York—Geographic sales 
analysis—by disclosing marke 
areas which are not now being fully 
exploited—can help managemen 
find potential customers who W1 
be needed to maintain present 
levels of production and employ- 
ment, Charles W. Smith, market- 
ing associate with McKinsey & 
Co., management consultant, told 
the New York chapter of the 
American Marketing Association 
last week. 

Mr. Smith discussed market_Op- 
portunities through geographic 
sales analysis before the A s 


t|}of greatest use to top manage- 


t| geographic sales analysis must 
11} provide quickly and at reasonable 


statistical methods discussion 
group. 

He declared that it is of vital 
importance for consumer goods 
manufacturers to concentrate on 
securing additional customers who 
can be served profitably. To be 


ment, he said, any method of 


cost results which are at one time 
valid, easily understood and easily 
applied. 


aD, | 


Promotes 58th Year v! 
YEARS 


Cunningham’s Drug Stores, Inc., 
Detroit, will use 700 local radio 
announcements within 18 days to 
promote its 58th birthday sale. 
Simons-Michelson Company, De- 
troit, is the agency. 


; 


FOR / 


because it PAYS! 


CHAIN STORE AGE 
DRUG EDITIONS 


Pardon us, while we cheer 


about the WGBI Score on Hooper’s Station Index! 


Quite a ball game Mr. Hooper saw in 


Scranton... hub of the nation’s 19th market! And 


good old station WGBI again did the scoring. -- 


49.8 in the morning period . . . 59.8 in the afternoon 


...and (here’s the game-winner) a phenomenal 70.9 


in the evening. Plenty of people in the stands, too, 


910 KC 


CBS AFFILIATE \) \ 


1000 WATTS DAY 
500 WATTS NIGHT 


(Figures fro 


as shown by the exceptionally high ‘‘Sets-In-Use 
Comparison.” 

If you're really anxious to chalk up a few sales points, 
why not start with a sure-fire combination like 
WGBI and the hustling, bustling Scranton-Wilkes- 


Barre market. Talk it over with your John Blair man. 


m Hooper Station Listening Index... Jan.- Feb. 1947) 


GB 


FRANK MEGARGEE, President 
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Heres to YOU 
on our 2578 


ANNIVERSARY! 


’ {> 
\ 0.94994) 5 i = 


NPE HHS 


We're not yelling about our 25th 


Anniversary merely because we’re 


proud of 


ourselves. It’s because 


we're proud of you—you advertisers 


who for 
given us 


“the necessary” 


a quarter-century have 
to grow 


and improve our programming and 


expand our service from a few lis- 


teners to almost everybody in the 


the six to 


Red River Valley. 
Yes, it’s you who have made WDAY 


one favorite of the Red 


River Valley. 


Here’s to you! 


FARGO, N. D. 


NBC .. 970 KILOCYCLES . . 5000 WATTS , 


FREE & PETERS, INC. 
Exclusive National Representatives 


Advertising Age, October 20, 1947 


OCTOBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercial 
Display Display 
Excluding Excluding 
Poultry, Poultry, 
Livestock Livestock 
-— Total Advertising——, and Classified r— Total Advertising——, and Classified 
——1947-——, ——1946—, 1947 1946 —1947——, ——1946-——, 1947 1946 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES Dakota Farmer .... 54.8 42,375 45.2 34,892 40,977 egy 
Capper’s Farmer ... 53.7 36,484 51.4 34,939 35,831 34,168 Ate tS rr Saree a3 seats sn tes 33000 
Country Gentleman. 98.5 66,981 80.1 54,459 65,979 63,566 Idaho Farmer ..... 40.9 30,904 39.0 29,523 28,894 27,589 
Farm Journal .....104.0 44,623 90.5 38,824 43,415 37,945 Indiana Farmer’s ‘i . 
i ot Alea | err ee rere rr ones a4 24,618 bap +44 poy a 
—— Kansas Farmer .... 47.0 35,725 45. 34,840 0,34 e 
Pe sg 78.5 57,205 60.6 44,161 55,007 42,055 Michigan Farmer... 39.8 30,541 41.8 32,130 31,371 38,666 
- - " Missouri Farmer.... 6. 4,904 % ,170 6 
ten we 74.6 54,337 69.7 43,469 52,208 41,614 | wissouri Ruralist... 38.2 30,043 41.6 $1,643 24,001 24,316 
= ere Montana Farmer ... 60.56 45,828 45.5 34,46 9,8 080 
RO. i ede 73.7 53,687 60.8 44,327 51,951 42,732 | Nebraska Farmer .. 74.8 66,572 70.2 53,034 49,320 46,062 
Se na New England 
Edition ....... 73.5 63,519 58.3 42,477 61,606 40,654 
Texas Edition ... 79.8 68,108 62.6 45,680 56,680 42,277 | ,,nomestend ...... 06.8 S8.108 Gee oe eee te nase 
‘Aver. 5 Editions 76.0 55,371 60.4 44,003 53,290 42,066 | OreEOn Grange ‘ o . : 
Southern Agricul- ai aneee don tak ‘dies eee Bulletin gett 14.0 15,184 13.4 14,420 15,184 14,420 
PeTTT TT OT ’ . , u , Pennsylvania 
Successful Farming.100.6 45.257 87.5 39,382 44,087 38,311 Farmer ......... 38.7 29,738 37.1 28,497 27,268 26.146 
a eS Utah Farmer ...... 33.8 25,576 23.4 17,732 23,895 16, 
Total Group ....776.8 498,105 650.7 415,063 482,008 400,500 | (7S) o BNMhOn -» 4 
MONTHLIES Iowa Homestead.. 75.5 59,179 76.4 69,928 61,319 48,281 
Agricultural Leaders’ Washington Farmer. 41.5 31,394 43.4 32,840 29,296 30,90 
Digest enc ae ... 30.0 6,887 24.0 4,704 5,887 4,704 | Western Farm Life. 59.6 46,718 665.6 43,622 26,061 22,339 
Amer. Fruit G . 21.9 9,427 14.1 6,065 9,207 5,636 | Wisconsin Agricul- 
haeations ee Sigh ieee an 45.8 35,865 48.2 37,795 34,703 36,277 
Journal: SS Es 
Eastern Edition.. 28.7 12,307 29.6 12,707 10,444 10,739 Total Group ....1,018.5 788,088 966.9 748,630 663,850 621,892 
Central Edition... 26.1 11,190 24.6 10,573 10,022 9,393 | Bi-Weeklies—September 
Western Edition. 24.3 10,418 22.8 9,779 9,436 8,877 | Arizona Farmer .... 58.9 44,434 60.0 37,825 42,583 36,411 
mai ee. ee ee a. or 10.5 7,604 13.0 9,535 6,006 7,608 
Methods ........ 27.6 11,780 22.8 9,555 11,780 9,556 | pacine Rural Press: ‘ edithes . . 
RR i ie a ae ee 
reeder's Gazette.. 22. ‘ Southern Edition.. 53. f ; 4 e) ¥ 
Se ee 29.9 20,118 23.2 15,568 19,908 15,372 | >rairie Farmer ..... 63.9 46,577 58.7 42,755 40,900 36,903 
arolina Co-opera- iene sain 
‘4 ter cancer gsscaces 4 Pp Ry oittt os Hr i Total Group .....243.4 181,914 228.1 170,6149164,216 153,881 
a ema im  a¢¢ ° . ’ , 
> F ; 4 Weeklies—September 
Blectricity’on the 12.1 2,584 19.0 3,990 2,534 3,990 | Coes Weekly.... 8.6 19,209 6.0 13,455 16,146 9,930 
ye 19.3 6,921 20.6 7,517 6,921 7,617 be -~g Kansas City je 40.000 18:6 01,006 29,004 21.998 
Farm and Ranch ... 45.3 31,731 35.3 26,706 30,396 36,947 BE ceeccvcesenes OMe , . , ’ ’ 
sae ORs : y 2,369 24,416 21,4 — << 
Hoosiers Farmer. 194 8768 149 6708 8.348 6.327 | _ Total Group ..... 28.6 68,499 18.6 44,460 53,840 81,816 
Kentucky Farmers’ 15.8 3,395 Sites Bele rotons 
ee SUE OS Tee ee OS Journal .......... 26.5 56,347 26.5 66,307 28,669 23,970 
Producer ........ 7 7,802 8.6 6,262 6,928 5,978 — pnp Barn obs chore oes cues samen. cnees 
New Jersey Farm ee Oe ee See Se ae 
ohio Farm Bureau 39.0 17,664 43.9 19,742 18,760 15,548 nal-Stockman .... 49.2 104,723 40.2 85,516 177,293 60,102 
News ........ ... 18.3 8,230 11.2 6,055 7,905 4,918 ~ Louis Daily Live as seert 296 sneee sere suet 
Poultry Tribune: tock Reporter ... 18. ’ ° P 570 6 
eee ee ee ee ee icaee ifaes imine Total Group .....126.1 268,422 110.8 235,600 171,235 139,398 
Western Edition.. 30.6 13,138 30.8 13,227 12,202 12,209 | —~——~ 
*In all 3 Editions. 28.1 12,076 29.5 12,656 11,140 11,728 = Sneteten im setete. ia 
Southern Farmer... 10.6 8,446 4.7 3,750 8,004 3,502 Tat issue Sep er, : 
Southern Planter... 32.2 22,504 37.4 26,150 21,750 25,271 | CANADIAN 
Western Dairy ° 
Canadian ented 
eenassess sae TRONS SLY SS ee ee eee ses wo: 422 20.444 41.9 29,856 22,591 22,438 
, Country Guide, The. 48.1 34,661 46.5 33,457 34,661 33,45 
Journal .........182.0 57,484 119.0 50,015 17,062 18,147 | [Ronis Genta ig 
Weekly Star: 
Total Group .....869.4 418,079 810.0 384,485 323,097 293,336 Bantern Edicion.. 84.4 84,378 80.8 80,798 62,921 58,600 
ne eae 16s aoe me Ka Western Edition. . 75.1 75,076 71.4 71,365 68,939 64,569 
vy ncliad . ® . ’ , ’ Farm Ranc 
Mit > a rel ons skies seine Review .......... 24.9 17,892 24.1 17,380 17,031 16,399 
eoteeee . . 434 22453 . eevee *Farmer’s Advocate 
Idaho Granger .... 8.7 peeks 9.4 10,214 ett 10,151 & Home Magazine 47.1 32,978 44.4 31,081 26,763 24,851 
Nation’s Agriculture 7.6 3,433 7.6 3,412 3,43 3,412 | -armer’s Magazine.. 44.4 31,088 38.6 27,073 28,698 24,382 
—— eae 4 *Free Press Prairie 
Total Group ..... 27.3 21,244 29.9 23,398 21,181 23,335 Farmer ........-106.0 119,276 94.9 106,776 67,043 59,301 
Semi-Monthly—September Western Producer.. 47.4 50,732 46.5 49,783 26,179 27,433 
American Agricul- ee —— 
turist 5 30.9 22,463 32.6 23,646 19,835 21,487 Total Group .....519.5 475,520 489.1 447,068 344,826 321,280 
California Grange <a 
NT F- - 21.3 23,828 22.0 24,598 23,310 24,600 *September linage. 


Farm Publications 
Report 11% Gain 


Cuicaco — Farm publications’ 
linage in the past month totaled 
2,244,351 lines, 11% over their 2,- 
022,250 lines a year ago, accord- 
ing to ADVERTISING AGE’s monthly 
tabulation of farm linage figures. 

All classes of farm publications 
showed increases, excepting Sep- 
tember monthlies, which showed 
a 9.2% decrease since September 
last year. They carried 21,244 
lines last month, against 23,398 a 
year ago. 

Farm magazines reporting for 
October show a 20% gain. October 
issues carry 498,105 lines of ad- 
vertising, against 415,063 in Oc- 
tober, 1946. An even greater in- 
crease—54.1%—was reported for 
the September weeklies. They 
carried 68,499 lines, against 44,- 
460 a year ago. 

Other increases include: October 
monthlies, up 8.7% from 384,- 
485 to 418,079; September semi- 
monthlies, up 5.3% from 748,630 
to 788,088; September dailies, up 
13.9% from 235,600 to 268,422, and 
September bi-weeklies, up 6.6% 
from 170,614 to 181,914 lines. 

Canadian farm publications, the 
AA report shows, carried 447,068 
lines a year ago and 475,520 for 
the latest month, for a 6.4% in- 
crease. 


Now Avery & Bruguiere 


Avery-Nolan Company, San 
Francisco agency, has changed its 
name to Avery & Bruguiere, Ad- 
vertising, with the addition of 

A . Bruguiere, formerly in 
charge of the San Francisco office 
of Richard Jorgensen, Advertis- 
ing, as full partner. 


Steinman in New Post 


James M. Steinman, formerly 
with Sydney Lovitt Company, 
Chicago agency, has joined Master 
Craft Decalcomania Company, 
Chicago, as sales and advertising 
manager. 


Joins Hart Schaffner 


Quintin E. McCredie, formerly 
advertising and sales promotion 
manager of Scholl Mfg. Company, 
has joined Hart Schaffner & Marx, 
Chicago, as assistant to Harry H. 
Foster, chief of retail advertising. 


How would you like to hire 500 . 


.- 1000... 1500 additional salesmen 


within the next 60 days? These men are ready to go to work for you 
now... experienced, aggressive sales producers who will help you 
clear standing inventories quickly and inexpensively. If you have a 
new product or line, this added sales power will create national 
distribution rapidly . . . and at far less cost . . . than you believe 
possible. This added sales power is available to you through the 
Direct Selling plan. Hundreds of outstandingly successful manu- 
facturers are utilizing Direct Selling methods. ..and you will be in- 
terested to learn of their remarkable results. The Direct Selling Plan 
is explained fully in our booklet, ‘‘How To Achieve National Dis- 
tribution Quickly and Profitably.’’ Write for your FREE copy today. 


OPPORTUNITY MAGAZINE + 28. JACKSON BLVD. DEPT.AA+ CHICAGO 4, ILL. 
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NEW EMBLEM—This new red, white 
and blue emblem will soon replace the 
old rectangular dark-blue signs for 
Standard Oil (Indiana) in its 15-state 
north-central territory. 


Alaska Newsprint 
Possible if Price 
Goes Up—Brown 


No Need to Boost 
Price, Ohioan Tells 


Inland Daily Press 


Cuicaco—“A rise in the price of 
newsprint will result in tremen- 
dous pressure for the establish- 
ment of government-subsidized 
mills in Alaska, and would quickly 
result in smaller consumption in 
the United States,” Rep. Clarence 
J. Brown (R., O.) told the Inland 
Daily Press Association’s annual 
meeting here last week. 

He saw little reason for a rise 
in newsprint prices at this time. 
The chairman of the congressional 
committee on newsprint, which 
met recently in Toronto, said he is 
perfectly aware that risk capital is 
involved in paper and pulp mill 
operations. The money is entitled 
to make a better than ordinary 
return but, he said, the average 
profit per ton runs between $15 
and $22 at Canadian mills—a 
rather high profit margin. 


Southern Production Coming 


Representative Brown painted 
an optimistic picture of the paper 
situation. From 1% to 2,000,000 
tons of newsprint can be obtained 
from southern forests within a 
few years, he said, and another 
1,600,000 tons will be available 
from foreign countries when ma- 
chines can be put into operation 
again. 

There is a potential increase of 
300,000 tons yearly from Canada 
and Newfoundland alone, he de- 
clared, within a short time. But 
the greatest need, he said, is for 
a stabilized supply in Canada. 

Sen. Homer Capehart (R., Ind.), 
recently returned from a tour of 
Alaska to study newsprint pos- 
sibilities, told the luncheon meet- 
ing that we will continue to have 
shortages in all goods as long as 
we support a philosophy of 
scarcity. 

Commenting on the potential 
Alaska newsprint industry, he said 
that power, fresh water and pulp- 
wood are available, but capital, 
transport, labor, housing, and the 
will of consumers to invest are all 
missing. “In my opinion,” he 
said, “it would cost much more 
to produce newsprint in Alaska 
than in Canada or the South.” 


Sees Excessive Cost 


At a newsprint forum conducted 
by past president J. S. Gray, pub- 
lisher of the News, Monroe, Mich., 
and Cranston Williams, general 
manager of the ANPA, the subject 
of Alaska newsprint recurred con- 
stantly. 

There was little optimism over 
Alaskan pulp or paper in evi- 


ness manager of the Tribune, 
South Bend, Ind., and retiring 
president of the association, de- 
clared that Alaska is not an im- 
mediate source of supply, no mat- 
ter how critical the need might 
be at this time. When it is avail- 
able, he said, the price might 
easily be close to $130 a ton. 

Additional difficulties in open- 
ing an Alaskan industry were 
cited during the discussion. Among 
them, the titles to land pose one 
of the biggest problems, since taxes 
are not paid outside the populated 
areas, and the government has no 
knowledge of the owners’ where- 
abouts. Only 2% of the entire area 
has been surveyed, it was esti- 
mated, and only 3% of the timber 
has yet been cruised in a manner 
similar to that of the Pacific 


Northwest. 

The association, which includes 
more than 400 newspaper members, 
elected Joe M. Bunting, general 
manager of the Pantagraph, 
Bloomington, Ill., as president for 
the coming year. M. M. Oppegard, 
editor and publisher of the Her- 
ald, Grand Forks, N. D., was 
elected vice-president. Mr. Schurz 
was named board chairman. 

The association passed a formal 
resolution endorsing the action of 
the ANPA in filing charges 
against the International Typo- 
graphical Union’s “no contract” 
policy as a violation of the Taft- 
Hartley Act. The resolution em- 
powered Inland’s board of direc- 
tors to take such action in support 
of ANPA “as the board deems 
appropriate.” 


_ Dixie’s _ 
Diversified 
Dollars 


SOUTHERN FARMERS’ 
1946 i 


E - SOUTHERN FARMERS’ 
| 1925 
| INCOME DOLLAR 


INCOME DOLLAR 


LIVESTOCK 
AND 
LIVESTOCK PRODUCTS 


“) 
>> 
ous 


MISCELLANEOUS 
CROPS 
6c 


LIVESTOCK 
PRODUCTS 


In 1925, the South’s cash farm income was 
$31/; BILLION — 53% from cotton. In 1946, it 


ONE MILLION 


was $61/2 BILLION— 20% from cotton. SOUTHERN | 
Cotton is still a crop of major importance, but FARM FAMILIES 
most of the South’s enormous increase in farm ee eae ‘ciel 


income has come from livestock and other crops. 

Thus the 14 Southern states attain a goal which 
has been a keynote of The Progressive Farmer edi- 
torial policy for many years. Back when Southern 
farmers were almost wholly dependent on cotton, 
The Progressive Farmer began to foster a more 
diversified agriculture, a better-balanced economy. 

Today, diversification is helping to make farm 
families of Dixie far more prosperous than ever 
before . . . better customers for what you have to 
sell today and tomorrow. 


ead 


Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 
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Converted Rice Maps 
National Drive 


Converted Rice, Inc., Houston, 
which introduced Uncle Ben’s con- 
verted rice in New York last 
spring, will launch a national ad- 
vertising program with a full page 
insertion in the Oct. 27 Life. Full 
page and single column advertise- 
ments will follow in American 
Home, Better Homes & Gardens, 
Family Circle, Good Housekeep- 


“Extras” You'll Find Only in 
THE SPORTING GOODS DEALER 


6- THE OFFICIAL NSGA 
PUBLICATION... 


An evidence of THE DEAL- 
ER’S standing in the field 
and an added service to its 
readers. 


One reason why advertisers 


who want results use THE 
DEALER...St. Louis 3, Mo. 


ing, Ladies’ Home Journal, Mc- 
Call’s, Parents’ Magazine, The 
New Yorker, True Story, Woman’s 
Day and Woman’s Home Com- 
panion. Local newspaper adver- 
tising will be used in more than 
50 major markets. 

Leo Burnett Company, Chicago, 
is the agency. 


Issues Int‘l. Directory 


Information Services, New 
York, has issued a 20-page direc- 
tory of “Information Services and 
Commercial Representatives in the 
United States,” which lists com- 
mercial, cultural and buying of- 
fices of 69 foreign governments, 
with names, addresses and tele- 
phone numbers of their 142 key 
representatives in this country. 
The directory, an annual, costs 
$1, end is available from Informa- 
tion Services’ headquarters at 119 
W. 57th St.. New York. 


Names Shivell 


Oil Heat Institute of America, 
New York, has named Kirk B. 
Shivell, Inc., Ridgewood, N. J., to 
promote OHI membership na- 
tionally to fuel oil dealers. 


YOU MIGHT HUSK 15 TONS 
OF CORN IN AN HOUR"— 


BUT— You 
IT IN WESTERN MICHIGAN 
WITHOUT WKZO-WJEF! 


CAN'T MARKET 


Whatever your commodity may be—canned corn, coffee or 
cosmetics—W estern Michigan won’t hear your story unless 
you broadcast it from Western Michigan! Why? Because an 
invisible wall of fading blocks off acceptable radio reception 
from outside. So radios of this area are set on inside stations 


—and more on WKZO in Kalamazoo and WJEF in Grand 


Rapids, than on any others! 


Take afternoons, for example. From 12 Noon to 6 p.m., 
WKZO-WJEF get a 32.9% Share-of-Audience—whereas all 
other stations combined, of any one network, get no more 
than 26.2%. (Figures from Spring, 1947, Hooper Report.) 


We'd like to send you the complete Report. Write us, or 
Avery-Knodel, Inc. Five minutes’ reading will convince you. 


*Irvin Bauman, Illinois, husked 3260 lbs. (46.71 bushels) in 80 minutes, 


in Iowa, 1940, 


WJ E F 


"alee GRAND RAPIDS 


AND KENT COUNTY 
ces 


£0TH ownen ann opeRATE® a en’ 


7 BROADCASTING 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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GENERAL WOMEN’S OUTDOOR 
-—|i947— 1946 -— |1947— 1946 -— |1947—~ — 
aT SL°r 0 OT OCF SEPT OCT. OCT = SEPT. 
A 4500— 4000— 465 — 
deatage Te TREWD } un-— —_ 
4400— Ms — 
4,200 — 1325 — 
COMICS WEEKLIES CANADIAN 
-——\|947—~\ 1946 7—\947—~ 1946 -—\|947—~ 1946 1947 1946 
ocr SEPT oer. OCF. SEPT aer SEK hile. SEPT. “Or SEPP Oe 
176 — /E— 4800 — 450— 
150 — 44— 4600 — 350— 
125 — 42— 14900— 250— 
100 — 10— 4200— /50— 
r 1947 1946—__,, ‘ 1946, 
* Pages Lines Pages Lines Gea” "Times Pages Lines 
GENERAL Woman’s Home 
Ace Fiction Grp... 5.5 1,156 8.5 1,960 Companion .....+ 92.3 62,804 97.5 66,252 
Atlantic Monthly .. 26.8 11,235 33.0 13,866 
American Magazine 69.3 29,115 74.6 31,325 Total Group ..... 2,790.2 1,422,543 3,543.9 1,816,308 
American Forests . 10.5 4,410 25.5 10,710 OUTDOOR 
American Home ... 93.3 58,994 82.1 51,916 American Rifleman 658.0 24,346 47.0 19,805 
American Legion .. 22.0 9,309 28.0 11,761 Field & Stream.... 75.8 32,530 97.4 41,781 
American Mercury. 8.6 1,564 5.4 980 Fur-Fish-Game ... 26.3 11,272 27.4 11,735 
Better Homes & Hunting & Fishing. 30.0 13,041 28.9 12,381 
Gardens ........ 174.1 110,037 109.0 68,885 | Outdoor Life ...... 73.3 31,465 89.2 38,269 
Christian Herald .. 46.0 19,490 39.0 16,862 | tOutdoors ......... 19.1 8,198 24.0 10,064 
Columbia ......... 1.7 5,240 6.4 4,385 Sports Afield ..... 70.2 30,130 71.3 30,608 
Cosmopolitan ..... 83.0 35,646 104.3 44,708 
Dell Detective Grp. 15.3 6,584 19.5 8,366 Total Group ..... 352.7 150,982 385.2 164,643 
+Dun’s Review .... 51.1 21,462 50.3 21,559 YOUTH 
| eS 16.7 10,982 5.5 3,730 | American Girl 18.0 7,751 15.8 6,784 
RE ae 9.6 4,125 13.0 5,816 | Boys’ Life ......... 28.2 19,207 24.9 16,943 
Esquire (Nat'l) .... 124.0 83,356 146.4 98,364 | fCalling All Girls.. 26.2 11,230 29.2 = 12,280 
Extension ......... 19.8 13,612 17.0 11,692 | tChild Life ....... 3.9 1,656 5.7 2,373 
Fortune ........... 124.3 78,526 170.0 107,440 | TOpen Road for 
Grade Teacher, The 40.9 18,043 48.2 21,255 Boys ...-.+++++- 19.9 8,525 17.5 7,356 
Harper’s Magazine. 26.0 6,201 37.5 8,916 | Seventeen ......... 104.1 70,810 187.1 127,243 
TIOUBAT. 6 ce ays 47.3 32,186 49.2 33,447 
House Beautiful ... 190.1 120,186 1681 106,254 Total Group ..... 200.3 119,179 = 280.2 172,978 
House & Garden... 149.7 94,608 127.3 80,479 COMICS MAGAZINES 
Improvement Era.. 20.9 8,962 19.5 8,370 | fCalling All Boys.. 3.7 1,516 7.6 2,907 
Instructor ......... 43.1 29,497 36.4 24,879 | bFamous Funnies.. 4.5 1,742 3.0 1,161 
Macfadden Men’s we Comics R 
WOE ceca neon 0s 16.7 6,534 24.0 8,972 Group .......+--- 12.0 4,536 13.5 5,103 
Mechanix Illustrated 70.9 15,879 73.4 16,448 tPolly ‘Pigtails vere 5.6 2,284 8.2 3,106 
Motor Boating .... 82.4 48,437 91.9 54,011 | fTrue Comics ..... 4.2 1,711 3.1 1,183 
National Geographic 41.0 9,758 45.0 10,710 
Nation’s Business... 40.6 17,438 53.6 22,974 Total Group ..... 30.0 11,789 35.4 13,460 
Nature Magazine .. 3.8 1,619 3.8 1,614 WEEKLIES—SEPTEMBER 
ME Gictanbaiesea<, 32.5 22,100 30.0 20,400 | cAmerican Weekly. 73.1 73,963 80.1 80,119 
Popular Mechanics. 192.5 43,120 166.0 37,184 Business Week .... 284.2 119,381 292.8 122,968 
Popular Publica- Christian Advocate 19.1 8,025 15.8 6,630 
RC eer 2's 2 8.2 1,832 12.8 2,867 og ae 222.8 151,515 222.0 150,924 
Popular Science ... 152.0 34,048 144.5 32,371 Se ats oo bt ade anew 79.3 34,031 103.3 44,333 
Redbook .......... 40.5 17,374 51.4 22,045 Serer ee eee 31.5 13,530 33.3 14,301 
Rotarian ........:. 11.7 5,016 8.5 3,650 EE 6:3 9.5 64.8 444 048 26.4 27,726 25.7 26,961 
Scientific American. 9.4 4,019 8.8 3,783 = are 44.0 18,887 85.4 36,647 
ES Bae Sa hs 20.6 8,761 11.0 4.706 ss 6 s-4 gas w Wk eee 446.1 303,376 296.2 201,435 
Street & Smith All . re 104.2 70,886 70.7 48,045 
Fiction Group .. 2.5 465 6.0 1.116 Newsweek ........ 266.7 112,021 305.4 128,253 
NE tee ay csc 82.9 34,839 64.0 26,860 | New York Times 
Thrilling Group ... 11.6 2601 13.3 2968 PORGASMe ...55.. 145.4 123,579 173.6 147,577 
Town & Country... 138.5 93,083 252.8 169,862 gd eee 272.6 Byer 276.9 118,794 
etn ys a's 49.8 21,366 63.8 27,371 athfinder ....... 30.1 2,910 = 31.3 13,433 
a*Varsity 7.9 5.000 : cy |. ere 30.4 25,820 23.5 16,858 
eee ee weee . , eee eeeeee Saturday Evening 
¥achting .......... $1.3 47,804 = =98.3 = 57,800 pera 05.6 275,796 384.2 261,233 
Saturday Review of 
Total Group ....2,515.0 1,250,564 2,646.6 1,325,637 Literature ...... 36.5 15,663 51.1 21,908 
WOMEN BGMGIMSEIG 2 cccccas 35.4 14,880 28.4 r1,914 
oo Er rere 128.8 55,269 200.0 85,800 | Sporting News .... 21.1 22,565 15.2 16,233 
Family Circle ..... 28.8 12,374 19.4 8,213 cThis Week Maga- 
a. eee 124.2 53,267 270.5 116,044 Ea eee eee 61.5 52,296 53.8 45,757 
Good Housekeeping 174.3 74,755 182.2 78,148 Pere ee 350.3 147,140 371.3 155,960 
Harper’s Bazaar ... 218.6 138,153 302.7 191,278 United States News 113.4 47,645 154.6 64,919 
BROLIBMG SD scrccsses 24.1 16,888 21.1 16,000 
Household ........ 31.7 21,622 25.1 17,431 Total Group ..... 3,099.7 1,788,598 3,094.6 1,735,202 
Junior Bazaar 39.2 24,800 158.5 100,172 ————_ 
Ladies’ Home *Not included in totals. 
yy | eer 177.3 120,549 154.4 104,997 +Page size changed since last year. 
Mademoiselle ...... 213.5 91,591 226.0 96,954 aFirst issue June, 1947. 
BEOCOITS oc sisccess 114.1 77,570 99.2 67,483 bIncludes space sold in combination with Heroic and 
Modern Romances Jingle Jangle—bi-monthly. 
CHER) sein cessce. 36.8 15,801 49.4 21,202 cFour issues 1947; five issues 1946. 
Modern Screen (MM) 45.5 19,502 58.0 24,876 dOne issue 1947; four issues 1946. 
Motion Picture (F) 43.5 18,043 64.0 27,438 ePublished bi-weekly. 
Movieland ........ 35.0 14,812 31.0 13,396 fPublished every other week 1947; weekly 1946. 
Movie Life ........ 28.5 12,241 37.0 15,875 gFive issues both years. 
Movie Show ....... 24.4 10,476 29.9 12,844 CANADIAN 
Movie Stars Parade 28.3 12,156 37.0 15,901 Canadian Home 
Movie Story (F)... 41.8 17,951 61.9 26,567 POMPE 6.0 scsese 60.2 40,924 62.2 42,323 
MUO 65k etn desea 28.3 12,156 37.0 16,016 Canadian Homes & 
Parents’ (N. Y. oY eer 68.0 45,721 65.9 44,266 
Metro. Ed.) ..... 107.5 46,128 111.0 47,607 | Chatelaine ........ 64.7 43,989 59.9 40,706 
Parents’ (Nat'l) 99.5 42,705 104.9 44,993 Ce 35.8 15,359 47.0 20,178 
Personal Romances 28.5 12,246 34.8 14,959 p Bree 98.9 67,265 87.9 59,786 
Photoplay (Mac) 62.8 26,938 73.9 31,721 DE wéeseaesees 87.3 58,651 95.2 63,995 
Promenade ........ 50.6 21,688 78.2 33,550 National Home 
Radio Mirror (Mac) 35.3 15,150 43.8 18,796 (re 52.4 26,601 52.4 35,613 
*Real Romances 26.0 11,109 20.0 8,784 New World ....... 38.8 26,351 38.7 26,318 
*Real Story ....... 26.0 11,109 20.0 8,784 | Revue Moderne, La. 38.5 26,202 42.1 28,636 
*Screen Guide ..... 35.0 14,812 “tee  ‘*senmes Revue Populaire, 
Screenland ........ 22.8 9,769 32.7 14,032 BE ecewvsee ee ad des 44.4 31,085 39.0 27,339 
Screen Romances .. 38.3 16,445 48.9 20,990 *Samedi, Le ....... 49.0 34,317 46.2 32,347 
ere re Tree 22.3 9,457 20.3 8,670 
Today’s Woman ... 21.9 9,408 18.1 7,747 Total Group ..... 638.0 416,465 636.5 421,507 
True Confessions ""“heeede a 
Ps 54. ; eptember : 
Pa tt nn - ar veined sae *Canadian National Weekend Newspapers 
(Rotogravure linage) 
wee a oi: Bie bccd |  ¢ . aer 64.1 60,864 68.2 64,816 
rue Love & Ro- Montreal Standard. 54.1 54,075 45.9 45,851 
mance (Mac) ... 36.4 15,609 47.2 20,270 BM PTO cccccccss 50.3 50,262 49.7 49,723 
True Romance >. . rere 48.6 48,578 51.7 51,748 
CE cb eS cis eee, 38.3 16,419 52.1 22,383 
True Story ........ 78.0 33,183 79.3 33,646 Total Group ..... 217.1 213,779 215.5 212,138 
Vogue (2 issues)... 318.6 200,084 476.8 301,367 ——_——_ 
Woman’s Day ..... 60.4 25,931 54.8 23,492 *September linage. 


Goodman Promoted 


Raymond F. Goodman, who 
joined Liberty last November, has 
been named circulation director 
of Liberty, Screenland, Silver 


Screen and Movie Show. 


Joins Eaton Paper 


Robert W. Heck, formerly sales 
manager of Frank Mashek Com- 
pany, Chicago, has joined the sales 
department of Eaton Paper Cor- 
poration, Pittsfield, Mass. 


Hotchkiss Ups Grecco 


James J. Grecco has been pro- 
moted from assistant sales man- 
ager to sales manager of Hotch- 
kiss Sales Company, Norwalk, 
Conn. 
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diy sprees | 
Lines 
66,252 
16,308 


19,805 
41,781 
11,735 
12,381 
38,269 
10,064 
30,608 


64,643 


6,784 
16,943 
12,280 

2,373 


7,356 
27,243 


72,978 


2,907 
1,161 


5,103 
3,106 
1,183 


13,460 


128,253 


147,577 
118,794 
13,433 
16,858 


261,233 
21,908 
r1,914 
16,233 
45,757 

155,960 
64,919 


735,202 
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42,323 


44,266 
40,706 
20,178 
59,786 
63,995 


35,613 
26,318 
28,636 


27,339 
32,347 


421,507 


64,816 
45,851 
49,723 
51,748 


212,138 


68.9% of People 
Read Magazines, 
MAB Study Shows 


Cuicaco — Almost 70% of all 
persons 15 years or older read at 
least one of the magazines in- 
cluded in the Magazine Advertis- 
ing Bureau’s survey on the read- 
ership of magazines as a medium, 
W. H. “Moon” Mullen, director, 
disclosed in a talk before the Agate 
Club last week. 

The exact figure, 68.9%, repre- 
sents an audience of well over 
75,000,000 people, Mr. Mullen said. 
And in addition, in 82.5% of all 
the families interviewed, at least 
one individual is a magazine 
reader. That represents well over 
31,000,000 of the nation’s 38,000,- 
000 families, the MAB chief added. 

That audience, said Mr. Mullen, 
is composed of readers “who differ 
rather sharply from the mine-run 
of people, or the sort of people 
served up to the advertiser by 
non-selective media. 


Younger, Better Educated 


“These people who read maga- 
zines regularly are younger people, 
they’re better educated, they’re 
more active minded, they are more 
concentrated in the upper and 
middle income brackets. For the 
time being, you’ll have to take 
my word for these differences, 
until you read the detailed sur- 
vey reports we'll begin to issue 
in a couple of months.” 

The survey, first of its kind in 
the field, was announced a year 
ago. MAB, said Mr. Mullen, re- 
ceived the complete tabulation re- 
port on the survey only 10 days 
ago from Stewart, Dougall & Asso- 
ciates, its research counsel. First 
detailed reports on the results will 
be issued “by the time snow flies,” 
Mr. Mullen promised. 

The study involved personal in- 
terviews with more than 8,000 in- 
dividuals aged 15 years and over, 
in 30 carefully selected sampling 
areas throughout the country. The 
8,000 individuals represent about 
3,500 families. The readership test 
involved two interviews with each 
individual, querying him on his 
readership of a particular issue 
of each of the 45 magazines in- 
cluded in the survey. From the 
technical standpoint, Mr. Mullen 
said, “we believe the results are 
unassailable.” 


Results Broken Down 


The detailed reports are to 
show, for the first time, complete 
information on the number of in- 
dividuals reading magazines, with 
the results broken down by sex, 
age, education, occupation, eco- 
nomic status, size of community 
and geographic location. Similar 
data will be available on maga- 
zine readership by families, in- 
cluding size, economic status, pos- 
sessions, size of community, food 
and drug store purchases, etc. Re- 
sults will not be reported, how- 
ever, for individual magazines or 
groups of publications. 

The mass of data to be made 
available, the MAB director de- 
clared, should help magazine pub- 
lishers demolish “certain specious 
and outmoded cliches about maga- 
zines and magazine advertising 
which we have had hanging about 
our necks, albatross-fashion, ever 
since I can remember. Or per- 
haps, as I rather suspect, out-of- 
date aphorisms which some of our 
friends in competitive media have 
helped hang around our necks.” 

The survey results, Mr. Mullen 
said, will enable the advertiser to 
take the known facts about his 
best prospects, see what propor- 
tion of them read magazines, 
cross-tabulate the results in va- 
rious ways, “and come up with 


a sharper, more definite picture 
of his market than has ever be- 
fore been possible.” 


Plugs Glycerine Tablets 


Pine Bros., Philadelphia, 
through McKee & Albright, Inc., 
Philadelphia, has launched a cam- 
paign in Canadian newspapers for 
its glycerine tablets. The sched- 
ule includes 36 insertions of 76- 
line copy, running twice weekly 
until the end of January and once 
weekly during February and 
March. 


Butler Joins Crossley 

Grant C. Butler, formerly pub- 
licity and public relations director 
of Howard Hawks’ Monterey Pro- 
ductions, Hollywood, has joined 
J. T. Crossley Company, Los An- 
geles. 


Schulman Joins Realart 


William B. Schulman, formerly 
head of advertising and publicity 
for Universal Pictures in New 
England, has joined Realart Pic- 
tures, New York, as advertising 
and publicity director. Realart is 
a reissue company, now reissuing 
Universal’s 1934-46 products, at 
the rate of two a month, in addi- 
tion to a block of pictures turned 
over to Film Classics and Eagle- 
Lion Pictures. 


Increases Color Rates 


Effective April, 1948, La Revue 
Populaire and Le Samedi, pub- 
lished by Poirier, Bessette & Cie., 
Montreal, will increase their two- 
color rates from $475 to $490 for 
La Revue Populaire and from $460 
to $490 for Le Samedi. Other rates 
will remain the same. 


Stetson Plans Drive 


John B. Stetson Company, Phila- 
delphia, will use eight four-color 
pages in Life next spring for its 
hats. Basic theme of the campaign 
will be “The right hat for the oc- 
casion.” Kenyon & Eckhardt, New 
York, is the agency. 


Ad Managers to Meet 


The annual fall meeting of the 
ad managers of the Oregon News- 
paper Publishers Association will 
be held at the Multnomah Hotel, 
Portland, Ore., Oct. 24-25. 


Appoints Mossell 


James E. Mossell has been ap- 
pointed sales manager of the ma- 
chine tool division of the Buffalo 
Forge Company, Buffalo, succeed- 
ing the late Earle G. Leonard. 


Secured 


SWIFT & COMPANY 


advertised in 


CHAIN STORE AGE 


Grocery Editions 
FOR 16 YEARS 


because 
they have 
sales 


influence 
— 


ALEM 


LUBRI 


CATON EQUIPMENT 


\TE 


ee * 


BUFFALO 2..... 


CINCINNATI 2. . 


ree os, 70 Niagara Street 
CHICAGO 54.... 
err. American Building 
CLEVELAND 15.. 


Industrial buyers 


They don’t have to. 
in thousands of leading companies 


instantly, whenever they are needed. 
They are always on deck — in Sweet’s File. 


In minutes, instead of days, 

the prospective buyer is able to say 
**Yes, this is what we want; 

“Pll phone their local representative.”’ 
And then the negotiations move quickly 


toward an order. 


That’s the way catalogs work 
when they are distributed in Sweet’s. 


They bring buyers and sellers together 
in the shortest possible time, 


and at lower cost. 


The catalogs pictured here are only a few 
of the two hundred and fourteen catalogs 


The average size is eight pages. 


Thousands of those who receive it 


Many add that they wish more suppliers 


would include their catalogs in Sweet’s. 


please see the Market Data Book, or write. 


Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 


New York 19, 119 West 40th Street 
BOSTON 16..... 


....31 St. James Avenue 


...700 Merchandise Mart 


1422 Euclid Avenue 


DETROIT 26..... 
LOS ANGELES 13. 
PHILADELPHIA 7 
PITTSBURGH 22 
ST. LOUIS 1. 


don’t write for these catalogs 


Engineers and plant executives of the mechanical industries 


can put their hands on any of these manufacturers’ catalogs 


Catalogs that are quickly accessible get the most use. 


in the current Sweet’s File for the Mechanical Industries. 


They range in size from four pages to sixty pages. 


They represent large, medium and small companies. 


Plant operating and maintenance officials like Sweet’s File. 


have stated in writing that they use it more often 
than any other source of product information. 


For further information on this and other Sweet’s Files, 


548 Free Press Building 
.816 West 5th Street 
..1321 Arch Street 
Professional Building 
.721 Olive Street 
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Chicago 5, Illinois 


ETTER SHOP, Inc. 


Gets Lipstick Account 


Twayne Cosmetic Company, 
Passaic, N. J., maker of Twayne 
Dual-Magic lipsticks, has named 
Adair & Director, New York, to 
direct its advertising. College and 
national magazines, direct mail, 
and point-of-sale display material 
will be used. 


OFFICES 


IN PITTSBURGH AND’ 


NEW YORK. 


T. L. Ashton Joins 


‘Reader's Digest’ 

T. L. Ashton, formerly account 
executive with A. McKim Ltd., 
Montreal, advertising director of 
Ontario Associated Dailies, and 
advertising manager of Peter- 
borough Examiner, has joined 
Reader’s Digest as advertising rep- 
resentative in Montreal for the 
Canadian English and French edi- 
tions. Mr. Ashton, who will be 
located at 414 St. James St. W., 
will also represent the 13 other 
Reader’s Digest international edi- 
tions which carry advertising. 

David Crombie will continue as 
advertising manager in Canada for 
all the Digest’s international edi- 
tions, with headquarters in To- 
ronto. 


Landsheft Names Two 
Corodon W. Gibson has been 
named production manager of 
Landsheft, Inc., Buffalo agency, 
succeeding Edward T. Drullard, 
who has been named space buyer. 
Harold F. Purcell, formerly sales 
promotion manager of Moore 
Business Forms, Inc., Niagara 
Falls, has been appointed account 


executive of the agency. 


Daumit's New Firm 
Already Hits Peak 


of Lustre-Creme 


Kathryn's 2-Month 
Sales Boom Follows 
End of Retirement 


Cuicaco—If Harry Daumit isn’t 
careful, he may lose another com- 
pany. 

Just a year ago he and his 
beautiful wife lost their Kay 
Daumit, Inc., to Colgate-Palm- 
olive-Peet—for $4,250,000. 

The way things are going with 
their new Kathryn, Inc., the same 
thing might happen again. 

The point is that Kathryn’s sales 
in the past two months have sky- 
rocketed—and promise to go on 
up hereafter like those V-2s the 


Army has been testing. Already 


your good looks haus 
October. 15¢ 
jaatbal foshions 


sords  mowes 


Calling All Girls 
sells the teen market! 


cosmetics they use . 


Why do Eastman Kodak, Coca Cola, Singer Sewing 
Machine, Swift & Co., General Mills, Bristol Myers and 
other general advertisers find it profitable 
to advertise to the teen market through 
CALLING ALL GIRLS? 


we’ve got the answers! 


A new study made among more than 2,700 CAG readers 
reveals what teen-agers like... what sports and movies they. like 
... how much they spend... what sewing they 

do... what their hobbies are . . .what 


work they do at home... what shopping they do... what 


.. what they like to eat... if 


they cook... all about their families ...and a lot more! 
When you see how CAG’s teen-agers live and what 
they buy, you will understand why more and more general 
advertisers are entering the teen field! You will 

find CAG's teen-agers to be one of America’s 


biggest-buying, fastest-spending markets. 


Send today for your free copy of 
“Self Portrait’, new teen study! 


G 


CALLING ALL 


RLS_ 


52 VANDERBILT AVENUB 
New York 17, N. Y. 
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the company has practically 
reached the volume that the 
Daumits hit last year with Lustre- 
Creme shampoo. 

This spectacular achievement 
comes not after but on the eve of 
the twin drives the company will 
shortly launch in magazines for 
Nu-Youth hormone cream and 
Cremepact, a cream makeup (AA, 
Sept. 15). Besides these full-page 
ads, a campaign has already 
opened for Forever Amber per- 
fume and cologne, which the 
Daumits retained when they sold 
Kay Daumit, Inc., to Colgate last 
December. 


Seriously Retired 


The comeback puts’ Harry 
Daumit in a class with J. L. 
Younghusband, the famed Chicago 
cosmetician who heads Dana Per- 
fumes and—after various retire- 
ments—has made fortunes on 
Kissproof lipstick, Chen Yu nail 
polish and others. 

Harry Daumit is “retired” in 
the same sense. After he and Kay 
worked hard three years. to 
start Lustre- 
Creme, and then 
one more to boost 
sales from $250,- 
000 to $4,000,000 
per annum, they 
sold out and re- 
tired. 

They vaca- 
tioned in Florida 
a while, then 
came back to en- 
joy a new home 
they were build- 
ing here. Last spring he had an 
operation and took it easy after- 
ward, fully recovering. Mrs. 
Daumit has been traveling in 
Europe, sailing for home only last 
week. 

Kathryn, Inc., left pretty much 
to itself since it was incorporated 
six months ago, advertised little 
and sold modest amounts of For- 
ever Amber and the White Shirt 
men’s cologne, both produced in 
the company’s plant here. About 
a half dozen salesmen were em- 
ployed. 

All in all it was the kind of 
operation Mr. Daumit could ex- 
pect—and did expect—to run, 
“just to keep a finger in the field,” 
while retired. The only trouble 
with the picture, when he looked 
in last July, was that Kathryn, 
Inc., was losing a lot of money. 
Either he had to put a lot of 
money in it or let it go. 

Part of making a success ap- 
parently comes in knowing what 
to do with sound advice. Mr. 
Daumit, advised by his bankers, 
lawyers and comptroller not to 
throw away good money bucking 
the recession or depression in the 
cosmetics business, decided other- 
wise. 


Decides Policies with Foust 

Late in July he got together 
on sales and advertising plans with 
Chester Foust, who handles the 
Kathryn account at Hill Blackett 
& Co. (as he still does the Kay 
Daumit division account for Col- 
gate). Chet Foust, while remain- 
ing in the agency, is vice-president 
of Kathryn, Inc. Mr. Daumit gives 
him a great deal of credit for the 
Lustre-Creme success. 

Between them, the two decided 
on plans at once. The results: 

1. Forever Amber has come out 
in a spectacular new bottle— 
formed in the shape of a woman’s 
flowing gown. Even the cologne 
bottle has a ground glass stopper 
—an innovation in the toiletries 
field. 

2. A full-scale tie-in promotion 
has been worked out with 20th 
Century-Fox for the opening of 
the “Forever Amber” film in 400 
cities Oct. 23-30. What this will 
do to demand for the perfume and 
cologne and other Kathryn items 
neither Mr. Daumit nor Mr. Foust 
knows, but suspects. 

3. Nu-Youth hormone cream 


Harry Daumit 


has been introduced at $1—by far 
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the lowest price ever put on a 
hormone cream—and already has 
received a tremendous ad push by 
department stores throughout the 
U. S., even before real promotion 
has begun. 

4. Cremepact, a cream makeup 
retailing at $1.25, has had a rede- 
signed expensive lucite case and 
is almost ready for initial ship- 
ment. Orders for this, Mr. Daumit 
declares, are piling up already. He 
points out that mailings to dealers 
on Nu-Youth and Cremepact—to 
55,000 retailers—are going out 
only this week. 

5. The sales force has been in- 
creased to 85, with more being 
added constantly. 

6. A five-year lease has been 
taken on balcony offices in the 
Diana Court building on Michigan 
Ave., and the location redecorated. 
A special note here is that, be- 
sides being redecorated in the 
usual sense, the new office prob- 
ably includes more _ beautiful 
women in executive and clerical 
capacities than any other business 
company staff in the world. “Effi- 
cient, too,” Harry Daumit insists. 


Dealer Relations Is Key 


But most important, Mr. Daumit 
has resumed his contacts with the 
trade. He considers the relation- 
ship with dealers the most impor- 
tant a cosmetics firm can have. It 
is the dealers’ experience with the 
Lustre-Creme operation, he says, 
that leads them to order from 
Kathryn, Inc. 

As with Kay Daumit, Inc., the 
new company offers only the 
regular 40% discount to any and 


all customers, and emphasizes 
moving the products off the 
shelves. 


“We do not load dealers,” Mr. 
Daumit points out. “We are not 
interested in anything but repeat 
sales. We couldn’t afford to spend 
what we are in promotion if we 
weren’t going to get repeats.” 

Asked what the Kathryn ad 
budget is based on, he said, 
“We’re just spending all we can.” 

Besides the three magazine cam- 
paigns—one already started and 
two starting soon—the company 
is spending much ($90,000 in Sep- 
tember) for co-op newspaper ads 
and intends to add other media. 
Production facilities are said to 
be ample to meet coming de- 
mands. 

“If coronary thrombosis’ or 
something else unexpected doesn’t 
get us,” Mr. Foust observes, “we 
will soon be well above anything 
reached with Lustre-Creme.” And 
Harry Daumit expects he will 
have to postpone his retirement a 
while. 


NEA Forms New Division 


NEA Service, Inc., has estab- 
lished a new division, Acme Tel- 
ectonix, in Cleveland, for research 
work and the manufacture of 
Telephoto and electronic equip- 
ment. Louis A. Thompson, chief 
engineer of NEA-Acme, has been 
named head of laboratory, re- 
search and engineering, and Meade 
Monroe, NEA-Acme sales man- 
ager, has been appointed business 
manager of the division. William 
H. Borglund, central division 
manager in Chicago, has been 
named to succeed Mr. Monroe in 
Cleveland as sales manager. 


Two Join ABP 

Glass Industry, published by 
Ogden Publishing Company, New 
York, and Paper Sales, published 
by Davidson Publishing Company, 
Chicago, have joined the Asso- 
ciated Business Papers. 


Crossley Appointed 


J. T. Crossley Company, Los 
Angeles, has been appointed to 
direct the advertising for Trav-ler 
radio and electric phonographs for 
southern California and Arizona 
through U. S. Hardware & Paper 
Company, exclusive distributor. 


To Dozier, Graham 


Dozier, Graham, Eastman, Los 
Angeles, has been named to handle 
the advertising and publicity for 
the line of punch presses, milling 
machines and various machine tool 
accessories of Benchmaster Mfg. 
Company, Los Angeles. Business 
i and dealer aids will be 
used. 


Named Media Director 


James J. Freeman, account ex- 
ecutive of St. Georges & Keyes, 
New York, has resumed the post 
of media director of the agency, 
succeeding Charlotte Rains, who 
has resigned. 


AGRICULTURE 


We've been programmed for the 
farmer for 24 years. That's why WIBW- 
advertised goods sell so well in Kansas 
and adjoining states. 


TheVoiceo¢Kansas 
im TOPEKA 
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WATERMARK 


SEND FOR THIS 
FREE SAMPLE BOOK... 


Shows samples of paper in a variety of weights. 
¢Compare HAMMERMILL COCKLETONE Bonp 
with other quality papers. Make any test you 
like! e Even if you’re not ready to order new 
letterheads right now, send the coupon today. 
Keep the sample book in your file to remind you. 


| 


% 


We you examine this newest 


accomplishment of Hammermill 


skills, you will agree that it has the 
appearance and “heavier” feel to 
make your business letter stand out... 
wherever it is received. 

We invite you to compare Ham- 
mermill Cockletone Bond with any 
other fine quality letterhead paper. 
Note its crisp, crackly snap that pro- 
claims the best in bond paper crafts- 
manship. Test its writability, its 
greatly superior erasability. Make any 
test you like. Judge its quality for 
yourself. Then consider ‘‘appointing” 
it your business representative. Avail- 
able also are matching envelopes in 
appropriate sizes. 


V0.0 0,90,0,0,0,0,0,0,9,9,9,0.097,0.0 0, 0V,0,V,V 
SOOO IT OTTO I NNIT INIA 
Hammermill Paper Company, 
1459 East Lake Road, Erie, Pennsylvania. 
Please send me—F REE—a sample book showing 
the new Hammermitt Cock.tetone Bonn. 


Name. 


Positi 
Please be sure to write on, or attach 
coupon to, your business letterhead, AA-10-20 


0.0,0.,0,0.0.0.0.0.0.0,0.0.00,00.00.0 


SOO'OOg AIA IAIAIAIAIAIAIAIAR IAAI 


A .0).0.0,0.00.0,0.0.00.0: 
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Alexander Joins Grant 


» W. H. Alexander has joined the 
es and merchandise staff of 


| Benson Joins Randall 


Dennis C. Benson has joined 


the new business staff of Fred M. 


nt Advertising, Inc., Chicago. | Randall Company, Detroit. 
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An electric display that's entirely new ... 
WITH ACTION — yet economically priced 


MULTI-COLOR 
MOVING LITE 


Electric Display 


It’s the sensation of the age. 


No motors ... no gears... 


ne moving parts . . . yet gives animated, scintillating motion. 
it will revolutionize the electric display industry. Fully protected 


by U. S. and foreign patents. 


Write now for full particulars. 


OHIO 


Advertising 
Display Co. 


Ohio Building, Pearl Street 
Cincinnati 2, Ohio 


RATES: 60c¢ per line, minimum charge $3. Cash with 


25 letters and spaces per line; light body face .34 per line. Box m+ bers add two lines. Copy deadline 
preceding publication 


Thursday noon, it days 


HELP WANTED 


date. Display, 


per column inch. Regular card discounts on multiple tnsertions and 


Advertising Age; October: 20; 1947 


order. Figure bold face heads (maximum two lines) 


classified advertisemenis tke card rate cf $10 


4 space over 5 inches apply on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


EXPERIENCED 
RETAIL ADVERTISING 
SALESMAN 

wanted by the Fort Wayne, Ind., 
News-Sentinel. Permanent position 
for a man who can intelligently sell, 
make good layouts and write copy. 
Not interested in high pressure 
salesmen or floaters. Excellent 
proposition and opportunity for 
steady, reliable man. Give complete 
details in first letter as to experi- 
ence, personal history, references 
and salary expected. Write F. E. 
Bennett, Advertising Director, News- 
Sentinel, Fort Wayne, Ind. 

FRED J. MASTERSON 
Advertising & Planning 
Personnel 
Placements of all types with leading 


CROSS ROADS 


Here is the case of a fluent, flexible 
writer of proven material 


. whose position may require his 
moving east, but who prefers to 
seek a new one rather than leave 
Chicago permanently 


who has a background as 
General Promotion Manager and 
Radio Director for a prominent 
magazine publisher 


. . . as Copy Chief for an inter- 
nationally-known syndicated adver- 
tising service 


. .. as a Sales Promotion man 
who also has a hard-earned first- 
hand knowledge of retail AND 
wholesale selling — of sales man- 
agement—and some idea of trade 
association operation 


. . as an up-thru-the-ranks-to- 
officer veteran whose duties were 
directly concerned with business 


. . who is 30, married, has a car, 
likes occasional travelling 


; whose salary requirements, 
considering his experience, are rea- 
sonable. 


It is the case of a type of man not 
generally available under ordinary 
circumstances, a man whose com- 
bination of abilities you may well 
utilize. 


Write or wire today to: 


Box 6844, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


WANTED 
* LAYOUT ARTIST 
INDUSTRIAL 


Department expansion makes avail- 

e this permanent top job in a 
company offering big corporation ad- 
vantages. Vacations with pay, five- 
day, forty-hour week, sick leave, 
group insurance, advancement oppor- 
tunities. Man should be accomplished 
commercial artist but will do layout 
work enly on booklets, catalogs, fold- 
ers, etc. Department includes copy- 
writers and production man. Salary 
open. Make applications direct to 
personnel manager and include ex- 
perience, salary required, references, 
personal information. 


The Girdler Corporation and 
Tube Turns, Inc. 
Louisville, Kentucky 


organizations 
185 N. Wabash Ave., Chicago 
| COPY CHIEF WANTED 
| Medium-sized well-established 4A 
Philadelphia advertising A Bh Fg 
| wants a copy writer familiar wit 
| ~~ weenie and home furnishing 
e 


| Previous agency experience re- 
quired. Good future writing copy 
|for national magazines. Reply giv- 
ing previous positions held and sal- 
ov earned. All replies confiden- 
tial. 

Box 9186, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


AD MANAGER 

Excellent position for man 35 to 
41. Must know all phases newspa- 
per, magazine, outdoor. New York 
area resident. Salary around $12,- 
000. Reply with brief business his- 
tory. Strict confidence. We will not 
check your past or present employer 
until after interview. Our people 
know of this opening. Reply to: 

Box 9187, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Chieago appliance manufacturer 
needs young assistant to Sales Man- 
ager. Handle advertising and sales 
promotion. $350 month. 
Box 9195, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SECRETARY 

=xcellent opportunity in small 
agency for girl with advertising 
experience, capable of shouldering 
responsibility. 5-day week. State 
experience and salary 

Box 9196, ‘ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CAR CARD SALESMAN 
Established Southern territory open 
due to expansion. This is a better 
than usual opportunity for experi- 
enced man to line up with a well 
known company. All of our sales- 
men have been with us over six 
years and know of this ad. Com- 
mission basis with substantial draw- 
ing account. Must be away from 
base city about half of the time. 
Please give complete information 
regarding yourself, past record, 
earnings, ete. This will be held in 


confidence. 
» ADVERTISING AGE 


Box 9197 
100 E. Ohio St., Chicago 11, Il. 


MR. PUBLISHER — — — 
HOW MANY PRESENTATIONS? 
FOR YOUR PUBLICATION! 
FOR YOUR COMPETITOR! 


Today more than ever, consistent, intelligent 
selling, the presentation of your factual and 
market story to advertisers and their agencies 
is necessary to hold and increase your adver- 
tising linage. 


As Publishers Representatives we are prepared 
to keep your publication’s factual story before 
advertisers and their agencies in the eastern 
territory, in a manner that brings results. 


Territory coverage on a commission basis for 
trade or consumer media with sound potential 
will be considered. Please let us have full 
factual background together with copies 
your publication with first letter. 


BOX 6843, ADVERTISING AGE 
330 W. 42nd Street, New York, New York 


PARTNERSHIP INTEREST 
Magazine publisher seeks top grade 
adv. or cire. man, 30-38, who can 
show highly- resultful record and 
has thorough executive ability. 
Good salary and optional financial 
interest—an unusual Southwestern 
opportunity owing to publisher’s 
early retirement. Our magazine 
leads its field. 
tion or agency experience essential. 
State full record of positions held, 
first letter. 

Box 9199, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Consumer publica- | 


ADVERTISING MANAGER—to sell 
space and be traveling correspond- 
ent: for lumber and building mate- 
rial trade journal in Midwest. Should 
have writing flair-and be adaptable 
to creative selling. Some editorial 
experience desirable. Age 25-35. 
Give chronological record and pre- 
vious salaries. Enclose photo. 

Box 9198, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


YOUNG WOMAN—who can take 
over as secretary-assistant to busy 
advertising-sales promotion man- 
ager. Some knowledge of copywrit- 
ing and/or production helpful. Must 
be able to take responsibility and 
handle detail in one man depart- 
ment. You’ll find it interesting and 
well paying. Phone Ad-manager, 
LaFayette 3460, Chicago. 


POSITIONS WANTED 


THE BEST 

Closing our Chicago office and 
anxious to place the best secretary 
on north Michigan Avenue. We feel 
“just any job” isn’t good enough. 
If you are nice people and will pay 
$200 a month or better, write: 

Box 9200, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SALES PROMOTION MAN 
Married, 14 yrs. exp. retail, whsl, 
mfegr: Store Managing, Operating, 
Mdsg, Buying, Display, Copywriting 
background—all lines gen. —_ 
chandise, Chicago area. Avail. Nov. 
RGM, 4258 N. Winchester, DIV. 74 28, 


ACCT-EXEC RADIO DIRECTOR 
Now in radio. Desires association 
with reputable Chicago agency. Out- 
standing experience in food ac- 
counts, merchandising and_ radio. 
Likable aggressiveness in selling. 

Box 9201, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HIGHLY SUCCESSFUL 
ADVERTISING DIRECTOR 
INVITES INTERVIEWS 
This is his ninth year with the 
same company and it appears that 
he can stay there for life. Manufac- 
turers with specialty products will 
be particularly interested in his 
accurate and fast-growing merchan- 
dising capabilities. He has recent- 
ly supervised the preparation of 
a 500-page catalog containing 10,000 
hess, All magazine and direct mail 
activities come under his direction. 
He authors public relations mate- 
rial, assists in shaping sales poli- 
cies, is a top drawer administrator, 
and brings the best of “zing” and 
“drive” out of the people in his 
department. Recent results could 
qualify him as a packaging expert 
and his advertising schedule for 
1948 measures up to the best in the 
medical and institutional fields. 

Box 9202, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 


Advertising Representative 
Experienced Industrial & Business 
paper salesman available to estab- 
lished publication seeking exclu- 
sive representation 
surrounding territory. 

Box 9204, ADVERTISING AGE 
330 W. 42nd St., New York 18, N 


Farm Publication or Range Book 


Publishers’ representative, estab- 
lished sixteen years, soundly fi- 
nanced, interested in representing 


good farm publication or magazine 
covering range markets. Wide per- 
sonal acquaintance with advertisers 
in agricultural field and their agen- 
cies. Midwest territory. 

Box 9205, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
LOOKING FOR A HOME— 
for your accounts? Old established 
Chicago agency can handle greater 
volume. Proposition open. 
Box 9203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
CHICAGO desk space or share office 
arrangement wanted by publisher’s 


representative. 
} Call J. STONEHOUSE, 
Deerfield 601R 


Starts Van Camp's Drive 


Stokely-Van Camp, Inc., In- 
dianapolis, has launched a cam- 
paign in 290 newspapers, featur- 
ing Van Camp’s products that are 
most popular in various sections 
of the country as well as promot-' 


WANTED 
ACCOUNT EXECUTIVE 


For contact on large established 
national account, with mid-west 
agency handling several large ac- 
counts and having fully staffed 
departments and facilities. Ex- 
rience in appliance, sports or 
indred lines helpful. The man 
we want must have a proven rec- 
ord of successful experience e 
Fagen 8 and a fa egg Me 
fit into a fine organization 0° 
salary plus a splendid cppateniy. 
A brief outline of your experi- 
ence, age and general character- 
istics will be most helpful. All re- 


plies will be treated in strict 
confidence. Our people know of 
this ad. Address Box 6847, AD- 


VERTISING AGE, 100 E. Ohio St., 
Chicago II; Ilinois. 


SPACE 


with New York Agency 


Fully recognized, well reputed, small 
— ideally located upper 5th Ave. 
offers eppremmately 850 feet. Inter- 
esting to art, research or publicity 
service or opportunity for out-of-town 
wy to obtain New York association. 


x 6848, ADVERTISING AGE 
330 Ww. 42nd St., New York 18, N. Y. 


ing the over-all “quick meals” 
theme. 
York, is the agency. 


Viviano Names Roush 

L. W. Roush Company, Louis- | 
ville and Detroit, has been ap- 
pointed by G. Viviano, Inc., to| 


direct its advertising for Gold 
Crest California wine. News-| 
papers, radio, point-of-sale and | 


trade publications will be used. 


Calkins & Holden, New. 


_Lindeke Agency Moves 
| Lindeke Advertising Agency, 
Los Angeles, which is celebrating 
its first anniversary, has moved 


into new and larger offices in the 
| Bush DUGG, S500 Ww 3156 Wilshire Blvd. 


St. Louis Admen Elect 


Walter G. Heren, advertising 
/manager of the Union Electric 
Company of Missouri, has been 
'elected president of the Advertis- 
|ing Club of St. Louis. 


‘Macdonald Joins Lewis 
| George R. Macdonald has joined 
Addison Lewis & Associates, Min- 
| neapolis, as an account executive. 


in N. Y. and) 


Available 
SALES MANAGER 


or 
MANUFACTURER’S AGENT 
For Missouri-Kansas Terr. Home in Kansas 


of earning $10,000 upward. Will interview 
any place. Box 6833, ADVERTISING AGE, 
100 E. Ohfo St., Chicage 11, Ml. 


Do you want this 


He is a trained exocutive—all phases 
eae, trade, direct mail. 


EXPERIENCED PACKAGE GOODS 
ADVERTISING MAN? 


ng 
s worked for top-notch agencies, and well 
acturers. Especially qualified: ‘in FOOD and DRUG field 
Box 6845, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


advertising and promotion, lactating national, 


-known manu- 


IH Opens Huge 
Centennial Show 
with Big Fanfare 


Cuicaco— One hundred years 
ago Cyrus Hall McCormick started 
a small factory in Chicago with 
33 employes. It was the first In- 
ternational Harvester Company 
plant. Today IH employs 33,000 
people—making not only farm 
equipment but trucks, power 
equipment and refrigeration prod- 
ucts. 

The centennial celebration 
marking this growth opened here 
Saturday. It is one of the largest 
ever held in the U. S. Staged on 
a 10-acre site alongside Soldier 
Field, it includes a great tented 
arrangement of exhibits depicting 
the company’s history, contribu- 
tions to agriculture and scope of 
operations. There will be music 
and entertainment afternoons and 
evenings in a theater tent seating 
7,000. WBBM, CBS station here, 
will furnish the talent. 


Full Promotion Schedule 


‘“Harvester’s 100 Years in Chi- 
cago” will run through Nov. 2. 
The company is using a variety of 
media to publicize the celebration. 
Full pages ran in all Chicago 
dailies Monday and Tuesday tell- 
ing the institutional story. Later, 
announcement ads were used to 
invite the public to the free ex- 
position. 

Other promotion includes a two- 
color page in the Prairie Farmer; 
three pages in This Week in Chi- 
cago; 400 spots on Chicago’s 15 
stations (Oct. 12 to 27); a full- 
hour broadcast of the company’s 
usual half-hour NBC show, “Har- 
vester of Stars,’ Oct. 19, originat- 
ing from Chicago and heard over 
several stations in addition to 
WMAQ, NBC outlet here. Other 
advertising includes 176 24-sheet 
posters; an 80-foot painted sign 
facing Michigan Ave.; banners on 
“El” structures; car cards, taxicab 
stickers, etc. 

The event is being promoted 
throughout the Midwest by IH 
branches and dealers. About 100,- 
000 visitors are expected from out 
of town. 


Koerber Rejoins Betts 
L. W. Roy Koerber, who re- 


| signed recently as national adver- 


tising representative of the Na- 
tional Union Farmer (AA, Oct. 6), 
has returned to his prewar part- 
nership with Bob Betts in their 
Denver agency. 


WANTED 
EXPERIENCED 
ADVERTISING MAN 


to take charge of Detroit 
office of well-known national 
magazine. 


Box 6846, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 


FOR A NATIONALLY KNOWN 
CONCERN 


Requirements: 


(1) Must have experience in the admin- 
istration of a complete advertising 
department for a large concern. 

(2) Must have creative ability. This means 
talent and training in art or writing, 
and ability to show satisfactory sam- 
ples of own work. 


(3) Also desirable, though not essential— 


experience with toiletries and cos- 
metics, beauty products or drug 
products. 


Box 6849, ADVERTISING AGE 
IHinois 


100 E. Ohio Street, Chicago Il, 


?- en | MARKET PLA | | £ 
ae pO | ; 
7 2 ee | ’ 
es eee 
iz Ss _____________—__—__—_— ee | ( 
ee ee — SSE. ‘ | 
- ES  ——— | 
answer T° a 
Ear H 
é, wer . prayer | | 
| he a | 
pve! ) | " ze 
E 
: ee —— = | 
lau 
ee thr 
ae Swe 
aor per 
: ee E. 
‘ —_— G ;, 
eet | ee — ij 
, DV LESME ON | | Ine 
ue i] eet \ EARNIN of | pai 
a = BIG onl . | Mo 
me oj\eatss\ | 
se | _ 
‘ 45,008 ” — | i Pig 
| cn ORE AO RIERA 3 = = ROMAN SRN ti | iv 
tie SS eee sale 
ce AAAI OT NT TS TT cop 
aia Fic 
co Trt 
ae use 
2 ae par 
gia a PT «: 
i . ~ 
a tory 
oT The 
| ee oo 
ee al | 3-2 
j i ae pT sal 
" es eA 
al | | thr 
ae SP -_ ee she 
a iieemenanmniaiabiniaiiigepetmmnntianmnsiads | ~ | = 
*2 ag : pro 
ae at 
fi : exyr 
i ee "7 
a a Po 
ee | Pu 
- Paaticitars~ cee taneeeieees pene Eien ee eee, mee T 
— ee YT | Be 
oa Chi: 
ee es | pla 
Binks : | a 
mbt | T 
Bp eve 
aa | poe: 
ae | and 
, | rati 
; | The 
—— rati 
last 
ro : | yea 
2 
N 
| Ass 
a | ing 
o a este 
ee — — — — mal 
| a eac 
d 
} a . 
; use 
City, Mo. Many years sales, sis. mgmt. exp. cer’ 
yg ah BH da 3 doc 
dus 
“l Se por 
oa ticv 


dmin- 
tising 


llinois 


Advertising Age, October 20, 1947 


es LET US BUY 


3 FOR FREE—Manhattan Soap Co. has 
launched an extensive newspaper drive, 
through Duane Jones Co., offering to 
buy the consumer's first three cakes of 
SweetHeart soap if he mails the wrap- 
pers and says why he likes the soap. 


Motorola Plans 
Extensive Drive 


for Car Heaters 


Cuicaco—With distributors and 
dealers participating, Motorola, 
Inc., plans an extensive advertis- 
ing and sales promotional cam- 
paign this fall for the new line of 
Motorola car heaters. 

The program will be launched 
with a series of ads in several 
hundred newspapers from coast 
to coast, according to Victor A. 
Irvine, Motorola’s advertising and 
sales promotion manager. The 
copy will include the names and 
addresses of car heater dealers 
and service stations. 

National magazines to be em- 
ployed include Collier’s, Dell 
Men’s Group, Esquire, Popular 
Fiction Group, The Saturday Eve- 
ning Post, Sport, Sports Afield and 
True. In addition, Motorola will 
use an extensive list of business 
papers, pointing up the advantages 
of merchandising its new line. 

Production in the Chicago fac- 
tory has achieved very satisfac- 
tory levels, company officials say. 
The entire plant was closed down 
for a general vacation period, July 
3-21, as a result of which net 
sales and earnings for the third 
period declined. 

However, net sales for the first 
three quarters of the current fiscal 
year amounted to $32,060,236, com- 
pared with $15,259,169 during the 
similar ’46 period. With heater 
production, as well as home and 
auto radio manufacturing, moving 
at a capacity rate, the company 
expects a record volume of busi- 
ness in the final quarter of the 
year. 


Pacific Hooperatings 
Puts McCarthy First 


The September Pacific Program 
Hooperatings report shows the 
Charlie McCarthy show in first 
place among the first 15 programs 
on the Pacific Coast. Fannie Brice 
is in second place and “Suspense” 
in third. 

The report indicates an average 
evening audience rating of 6.2, an 
increase of 0.8 from the last report, 
and a decrease of 0.4 from the 
rating for the same period in 1946. 
The average daytime audience 
rating is 3.0, no change from the 
last report, and down 0.4 from a 
year ago. 


Announce Ad Award 


National Industrial Advertisers 
Association and Putman Publish- 
ing Company have announced the 
establishment of an annual Put- 
man Publishing award to be given 
each year beginning in 1948 to an 
advertiser member of the associa- 
tion and to his agency, if one is 
used. The award will consist of a 
certificate and $1,000 for the best 
documented example of how in- 
dustrial advertising bore a major 
portion of the sales load of a par- 
ticular company. 


Typographers Elect 
Perrusi President 

Advertising Typographers Asso- 
ciation of America has elected 
P. J. Perrusi, president of Adver- 
tising Agencies Service Company, 
New York, as president, to suc- 
ceed A. S. Overbay of the Typo- 
graphic Service Company, Indian- 
apolis. Other officers include: Wil- 
liam Carnall, Los Angeles; Carl 
Ford, J. W. Ford Company, Cin- 
cinnati, and Harry Kovats, 
Runkle - Thompson - Kovats, Chi- 
cago, vice-presidents, and Mrs. 
E. W. Schaefer, Tri-Arts Press, 
New York, treasurer (reelected). 
Albert Abrahams continues as ex- 
ecutive secretary. 

The association has a national 
membership of 70 advertising ty- 
pographers, of whom 32 belong to 
the New York group. Its members 
handle most of the typesetting for 
publication advertisements. 


Appoints Leighty 

oO. C. Leighty has been ap- 
pointed assistant sales manager of 
the Champion Spark Plug Com- 
pany, Toledo. 


Canadian Radio 
Scheduled to Get 
$1,500,000 Boost 


TorRONTO — Canadian Broadcast- 
ing Corporation projects now 
under way call for the expenditure 
of close to $1,500,000, its general 
manager, Dr. Augustin Frigon, re- 
ported here recently following a 
meeting of the CBC. board of 
directors. 

The expansion, he said, includes 
construction of four new high- 
power transmitters, further devel- 
opment of existing FM stations in 
Montreal and Toronto, and the in- 
auguration of FM broadcasting in 
Vancouver. Operations are to start 
as soon as new equipment arrives 
from the manufacturers. 

New 50-kilowatt transmitters 
are being built in Alberta and 
Manitoba, as well as in Toronto, 
and a 10-kilowatt transmitter is 
being installed in Chicoutimi, Que., 
Dr. Frigon said. The Chicoutimi 
and Toronto transmitters will re- 


place existing facilities of 1 and 
5 kilowatts respectively. 

Experimental FM stations of %4 
kilowatt power in Montreal and 
Toronto are to be replaced by 3- 
kilowatt units. Vancouver’s in- 
stallation will be a 1-kilowatt unit, 
with the antenna on the roof of 
the Hotel Vancouver. 

Without going into detail re- 
garding policy changes adopted by 
the board, the CBC manager said 
“certain restrictions” have been 
lifted in favor of applicants who 
seek to operate television stations 
and high-power radio stations of 
the regular type. 


Forms Publishing Firm 
The incorporation of Nelda Pub- 
lications, Inc., 503 W. 48rd St., 
New York, has been announced 
by J. Louis Albert, president of 
the publishing firm, president of 
the Albert Advertising Agency, 
Inc., merchandising counselor, and 
editor of the “Standard Refrig- 
erator Trade-In Manual & Dealer 
Guide.” The new company, spe- 
cializing in visual merchandising 
and selling aids, will publish first 
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“The 1948 Standard Merchandise 
Manual,” a reference guide cover- 
ing appliances, radios and asso- 
ciated merchandise. The publica- 
tion will be out Nov. 1 at $5 a 
copy. 


Names John Kinsey 


John R. Kinsey has been named 
publicity director of the Millers’ 
National Federation, with head- 
quarters in Chicago. 


BuldineSupplNews 


in CIRCULATION | 
in ADVERTISING 
in LEADERSHIP 


SAI 8 


... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE, INC. 
NEW YORK + LOS ANGELES - DETROIT - 


McCLATCHY NEWSPAPERS’ 


CONSUMER ANALYSIS 


of California’s 
Central Valley Market 


Don’t miss this! It gives you all 
the “inside” on test market- 
champion Sacramento, as well 
as on two other big Valley 
markets — Modesto and Fresno. 
Ask O’Mara & Ormsbee for 
your copy, or write the 
McClatchy Newspapers, Sacra- 
nto 4, California. 


CHICAGO 


+ SAN FRANCISCO 


Sacramento, top market in the Billion Dollar Valley, wins 
new distinction. SALES MANAGEMENT'S 1947 survey of 
test markets shows that in the opinion of agency and time 
buyers and national advertisers, Sacramento leads the entire 


country as a good test market! 


Experts polled in the SM survey all gave good reasons 


for their choice. And one reason 


Sacramento was “good coverage by newspapers.” 

Naturally they were talking abut The Sacramento Bee, 
the McClatchy newspaper that’s home delivered to 9 out of 
every 10 families in the ABC city zone...and to half the 
families in the 19-county Sacramento market. (Add the 
other two McClatchy papers — The Modesto Bee and The 
Fresno Bee — and you've got the combination for covering 
the whole Billion Dollar Valley of the Bees.) 


THE SACRAMENTO BEE 
THE MODESTO. BEE 
THE FRESNO BEE 


for choosing prosperous 
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Adds Step to Editorial 

To the Editor: Just a kind word 
for your commonsense editorial in 
ADVERTISING AGE for Oct. 6, “Pub- 
lic Relations and Profit.” I wish 
more people (and more editorial 
writers) realized that profit, as 
you so well put it, can only mean 
what is left after all other ex- 
penses are met. 

You mentioned “profits before 
taxes,” but there’s one other silly- 
dilly you left out. How often you 
hear, from some pontifical Petrillo 
or somebody else, a demand that 
“wage increases” be paid “out of 
profits,” or a statement that they 
can be! 

If that plain, simple and only 
meaning of profit could just be 
hammered home (that profit is 
nothing on earth but what is left 
over after everything else is paid 


This department is a reader’s forum. 


—taxes, wages, wage increases, 
rent, interest, licenses, light bills, 
everything), then we’d go a long 
way toward clarifying some of the 
confused economic concepts which 
are so rampant today. You can 
no more pay wage increases “out 
of profits” than you can blow out 
a candle and still see its light—be- 
cause as soon as you do one the 
other just isn’t there any more. 
IRVIN BORDERS, 
Irvington - on - Hudson, N. Y. 
yy a 


Advertisers Shed Light 


To the Editor: How close may 
an advertiser get to another’s 
slogan without transgressing on 
his rights? Trommer’s beer is be- 
ing advertised as “Two-Ways 
Light—Light as you taste it, Light 
as you drink it.” A distiller re- 
cently came up with the slogan 


Letters are welcome. 


“Light on the palate, Light on the 
purse.” 

The Trommer theme, with a 
slight variation, has been in use 
consistently for over three and 
one-half years, in newspapers, 
dealer helps, radio and other me- 
dia. Some of us believe that 
you’re pretty nearly using the 
other fellow’s copy if you ap- 
propriate his device, even if you 
don’t use the exact same words. 

J. B. MitcraM, 

Advertising and Merchandis- 

ing Manager, John F. Trom- 

mer, Inc., Brooklyn, N. Y. 

7, Vv 


Spots a Copy Theme 
for Food Advertisers 


To the Editor: Perhaps one key 
to some of our current troubles is 
that in the past 20 years the per- 
centage of work done in the morn- 


CAPPER’S WEEKLY 
MARCH 15, 1947 
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(WITH APOLOGIES TO KIPLING) 


Human Interest stories like this one, with its universal 
appeal, are among the basic reasons why you often hear 
people say, “I saw it in Capper’s Weekly.” 


Each week Capper’s Weekly brings to its thousands of 
subscribers Humor ... News... Fiction... Cartoons... 
Pictures ... Poetry ... Homemaking Hints ... Patterns 
... and Recipes plus many other features. 


\ 


In the prosperous able-to-buy farm and rural town areas 
of Iowa, Nebraska, Kansas, Missouri and Colorado, Cap- 
per’s Weekly is a long established reading favorite. 


Put Capper’s Weekly on your list and watch sales zoom 
up for your product in this important market area. 


Capper’s Weekly will prove to you that it makes the sale 
... Just try it and see! 


‘CAPPER’S WEEKLY 
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ing has dropped from 70% to 60%, 
according to ad campaigns of 1927 
and of 1947. 
As the current Wonder bread 
ads show, in school work today, 
it’s 60% done in the morning. 
When Mr. Hummert originated the 
thought for Quaker Oats Company 
in 1927, it was 70% “in the home, 
schools, colleges and business in- 
stitutions.” 
Whichever figure, the idea is too 
good a one to have lain unused 
these 20 years. Maybe if food ad- 
vertisers had clubbed together and 
kept plugging the idea, there 
would be fewer people today im- 
bued with the notion of avoiding 
work morning or afternoon. 
Ep PEARSON, 
New York. 


Checks Newspaper Facts 


in Norwegian Story 
To the Editor: A notation in 


| your issue of Sept. 19 stated that 


the Norwegian newspapers have 
eliminated all vouchers and free 
copies. This prompted us to write 
our associates in Norway to check 
the facts, since we do not honor 
any bills for our clients’ advertis- 
ing unless they are supported by 
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voucher copies. A reply has been 
received and since it conflicts with 
your reports, you may be inter- 
ested in setting the records 
straight. His report is as follows: 

“I understand from your letter 
of Sept. 19 that an article in the 
ADVERTISING AGE states that ‘Nor- 
wegian newspapers have elimi- 
nated all vouchers and _ free 
copies.’ I have put the matter be- 
fore the newspaper authorities in 
Oslo and am authorized to say 
that there is no truth whatever in 
this statement. I have sent you 
under separate cover a copy of the 
August issue of the monthly 
trade journal Dagspressen — the 
organ of the Norwegian newspa- 
per federation. On the first page 
you will find a report of a board 
meeting of the Oslo newspaper as- 
sociation at which the secretary, 
Mr. Kirkvaag, mentioned various 
ways in which a saving of news- 
print could be made in view of 
the growing scarcity of paper. As 
a result of that meeting the Oslo 
association agreed on the follow- 
ing suggestions: 20% reduction of 
returns; 20% reduction of cour- 
tesy copies; and waste paper of 
every kind to be collected and 
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The map shows why Buffalo is 
the location of so many plants 
concerned with national distri- 
bution. 


Diversified industry makes 
Buffalo a stable market—a good 
market for your plant—a good 
market for your product. 


EDWARD H. BUTLER 
Editor and Publisher 


It’s easy to sell in Buffalo be- 


cause you can reach 98.6% of the 
city zone families in one news- 
paper—The News. 

MARKET FACTS 
City Population (1945 Est.) 667,944 


City and Trading Area 1,072,214 
News Circulation 266,701 
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handed over to the paper manu- 
facturers. 

“There has never been any sug- 
gestion, and will certainly never 
be any suggestion of eliminating 
vouchers. Of this you can rest 
assured. Norway is a great im- 
porter. She must have foreign 
goods, and importing means ad- 
vertising.” 

T. W. HucuHeEs, 
Vice-President, National Ex- 
port Advertising Service, Inc., 
New York. 
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Perfex States View 


on NAB Code Restraint 


To the Editor: For your infor- 
mation, the Perfex Company is 
sending the enclosed letter to the 
entire list of radio stations regu- 
larly carrying Perfex cleaner 
schedules. 

Dear Sir: Considerable atten- 
tion and thought has been given 
to the proposed new NAB code 
by members of The Perfex Com- 
pany and the writer, who has 
worked in and with the broad- 
casting industry for nearly a quar- 
ter of a century. 

We wish to go on record un- 
equivocally as disfavoring the 
proposed changes with regard to 
copy limitations. It is not our in- 
tent or purpose to try to exceed 
any established limitations, but 
with the combination of numerous 
rate increases, which in many 
cases do not appear justified, and 
proposed copy limitations, radio 
is rapidly becoming a less profit- 
able medium for the spot and 
regional advertiser. 

With the almost daily additions 
of AM stations and the inevitable 
importance of frequency modula- 
tion and television, in our opinion 
it will be exceedingly difficult for 
the average broadcasting station 
to justify further restraint on its 
advertisers. 

The increasingly serious di- 
vision of available audience due 
to the greatly increased number 
of broadcasting stations must to- 
day constitute one of the broad- 
caster’s most serious problems. Is 
it not possible to program more 
effectively and at the same time 
continue to give dollar value to 
the advertiser who has helped to 
pay the freight all these years, 
good and bad? 

K. C. Trrus, 

Advertising Manager, The 

Perfex Company, Shenan- 

doah, Ia. 
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Cooperation Creates 
Improved Type Pages 

To the Editor: The Pasadena 
Star-News, through the efforts of 
its advertising manager, M. J. 
Anthony, is leading a fight to im- 
prove newspaper typographical 
standards generally and its own 
advertising columns particularly. 

Various trade publications, in- 
cluding yours, have given very 
material assistance. and added 
impetus to this fight through pub- 
lication of the “reasons” for such 
a “clean-up.” 

As a typical example of what 
can be accomplished along this 
line in a very short time, we are 
forwarding herewith copy of a 
brochure which was mailed to all 
potential fashion advertisers to- 
gether with a letter outlining the 
“rules and regulations” under 
which copy for our fall fashion 
supplement would be acceptable. 

That these rules were accepted 
in good grace is evidenced in our 
current fall fashion supplement, 
just off the press. (Copies of the 
fall fashion edition will be mailed 
to anyone requesting it.) 

We believe that you and your 
readers will be interested in the 
high typographical standards 
shown in the advertisements in 
this feature issue. 

Anything your publication cares 


to do to still further promote this 
idea of “better typography for 
greater advertising results” will 
be deeply appreciated. 
Lee SMITH, 
Promotion Manager, Pasadena 
Star-News, Pasadena, Cal. 
vw 


‘Psycho-Precisionist’ 


Seeks Art Recruits 


To the Editor: I read with great 
interest about the psychological 
experiments of Prof. W. Lloyd 
Warner and Dr. William E. Henry 
in the Oct. 6 AA. Their experi- 
ments—and mine for the past 14 
years — prove beyond doubt that 
advertising can be a science; that 
ads can be planned for specific 
results. 

I have a name for my school of 
art—since all artists must be 
classified — which covers Prof. 
Warner’s and Dr. Henry’s artists 
as well: “Psycho-Precisionist” . . . 


that is, art governed by psy- 
chology executed with precision. 
May we hope that advertisers 
may soon adopt this new approach 
to the designing of ads? 
Date NICHOLS, 
Tucson, Ariz. 
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Flowers Have a Week 

To the Editor: For the third 
consecutive year, the Society of 
American Florists is sponsoring 
National Flower Week from Nov. 
2 through Nov. 9—a week set 
aside to pay tribute to flowers for 
the beauty and happiness they 
bring into our lives. 

National Flower Week is ‘not a 
sales promotion event on the part 
of fiorists but a genuine effort to 
educate the public to the appre- 
ciation of flowers, their uses, cus- 
toms, origins, growth and devel- 
opment. Florists are interested in 
showing the public how much 


flowers can mean to them. 

Many industries, associations, 
stores, newspapers, magazines, and 
radio stations are cooperating this 
year with the Society of American 
Florists in bringing this year’s 
celebration of National Flower 
Week to the attention of the 
largest number of people. We in- 
vite your magazine to participate 
in the event by calling National 
Flower Week to the attention of 
your readers and the part that 
flowers can play in advertising. 
You may also wish to suggest to 
the members of the advertising 
profession: that they use flowers 
in their advertising during Na- 
tional Flower Week, making men- 
tion of the event in featuring 
flowers in their ads whenever pos- 
sible. 

Because of their loveliness and 
the universal love of flowers, 
flowers have proved one of the 
best selling methods used by many 
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advertisers. Numerous advertise- 

ments have given flowers a promi- 

nent place in their layouts, and it 

is a well known fact that flowers 

are a great help in giving eye 

appeal to any advertisement. 

NATHAN E, JAcoss, 

Managing Director, National 
Flower Week, Chicago. 


* YOUR DIRECT MAIL* 
the day you want it 
the way you want it 
Direct Mail Specialists 
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ro 8154 Chicago y 


extra 


points are 


Yes, it’s the extra points that make the difference . . . in a football game 
or a radio broadcast . . . and we believe that WGN’s 1947 football cover- 


age has the extras that count: a nationally known sportscaster, Jack 
Brickhouse, and a schedule that is completely middlewestern, where the 
best football is played. 


In Chicago you can be sure your radio advertising regularly covers the 


extra points in the middlewest by placing it on WGN. 


MBS 


A Clear Channel Station... 
Serving the Middle West. 


Important 


Chicago 11 
Illinois 


50,000 Watts 
720 — nan 
On Your Dial (2) 
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Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 
235 Montgomery St., San Francisco4 «+ 411 W. Fifth St., Los Angeles 13 
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Names Gardner Agency 


Norda Essential Oil & Chemical 
Company has named Fred Gard- 
ner Company, New York, to 
handle the advertising of its es- 
sential oils and flavorings. Trade 
publications in the drug, cosmetic, 
chemical and food fields will be 
used. 


MAYBELLINE 


CHAIN STORE AGE 
VARIETY STORE 


> EDITIONS @ 


New Drive Set for 
Frostair Duplex 


Morrison, Itt. —A large, juicy 
strawberry in the first ad points 
up the “garden fresh” and “frozen 
fresh” themes of Frostair refrig- 
erator’s new national promotion. 

Beginning with a full-color page 
in the Oct. 25 Saturday Evening 
Post, the drive will stress Fros- 
tair’s two-compressor refrigerat- 
ing system. It will be continued 
with color pages in Better Homes 
& Gardens and Time in 1948. 

The new Frostair Duplex 
models, developed by General 
Tire & Rubber Company and 
Liquid Carbonic Corporation, are 
manufactured in a new million- 
dollar plant here. 

D’Arcy Advertising Company, 
St. Louis, directs the account. 


Journalists to Meet 

The Industrial Editors’ Institute 
will be held at the Henry W. 
Grady School of Journalism, Uni- 
versity of Georgia, Nov. 6-8. 


Scripto Appoints Three 


J. W. Brooks, formerly south- 
eastern district sales promotion 
manager of Westinghouse Electric 
& Mfg. Company, has been ap- 
pointed manager of domestic sales 
and sales promotion of Scripto, 
Inc., Atlanta, succeeding Van Holt 
Hall, who has been named manager 
of national chain and government 
accounts. George A. Bailey, assist- 
ant advertising manager, has been 
appointed advertising manager. 


Mutual Promotes Two 


Mutual Broadcasting System 
has promoted Harold Coulter, di- 
rector of promotion for the net- 
work, to administrative assistant 
to Jess Barnes, vice-president in 
charge of sales. At the same time 
Jesse Thompson was appointed 
director of advertising and pro- 
motion. 


Celotex Names Taylor 


Frank W. Taylor, formerly as- 
sistant publisher of the Chicago 
Sun, has been named public rela- 
tions director of Celotex Corpora- 
tion, Chicago. 


WasHIncTton—Department store 
sales in the week ending Oct. 4 
showed another strong gain over 
the corresponding week last year, 
rising 19%, according to the Fed- 
eral Reserve Board. 

The index of sales, based on 


DEPARTMENT STORE 


SALES INDEX © 


roe 
1935-39 EQUALS 100 


Week to Oct, 4, ’47* .p330 
Week to Sept. 27, °47* .317 
Week to Oct. 5, ’46*..277 
Week to Sept. 28, ’46* .257 
Month of Aug., ’47*. . .235 
Month of Aug. ’46*. . .242 


*Not adjusted seasonally. 
pPreliminary. 


“The 415 manufacturing establishments in the Syracuse, N. Y., area 


“BRIGHT FOR THE FUTURE... 
RIGHT FOR EXPANDED SALES” 


— says William L. Hinds 


include practically every industrial classification and are solidly estab- 
lished. They are not marginal organizations depending for operation 
on an abnormal demand for goods. 


“This industrial growth is sound because it is based on the careful 
development of local industry through building up of outlets and economical production of 
goods to compete in world-wide markets. 


WILLIAM L. HINDS 
Chairman of the Board 
Crouse-Hinds Company 


Werld Famous Electrical 
Manufacturing Concern 


“These are the facts that make Central New York's outlook for the future bright. Makes this 
market right today for testing consumer acceptance of new products and for expanded sales 
of goods and services.” 


“All Business Is Local” 


ERALD-JOURNAL (Daily) = 
ae. dl sil 
(Sunday) 


HERALD - AMERICAN 


National Representatives: 
Moloney, Regan & Schmitt, Inc. 


Federal Reserve Figures on Deeartinont Store Sales 
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1935-39 averages, reached 330, the 
highest this year. Sales were up 
about 4% from the previous 
week. 

Only the Dallas (11th) and San 
Francisco (12th) reserve districts 
showed no change from last year’s 
volume, and all other areas re- 
ported gains. These included a 
65% gain in the Cleveland area, 
31% in New York and 19% in 
Philadelphia. City gains included 
a 40% increase in New York. 


Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Sept. Sept. Oct. 
district and city 20 27 4 
UNITED STATES.. 7 5a 19 
Boston District.... + 17 | 
New Haven...... nad 5 hh 
NS 8 iis ooh a ore @ 1 13 7 
Springfield ..... aa 21 3 
Providence ..... 14 32 3 
New York District 21 r36 31 
bo hf Ee 17 r29 19 
WUD: 2 cicacese 2 27 13 
OW TOLE csccce - r42 40 
Rochester ...... 16 14 9 
SYTFACUSS cccccee 6 18 —1 
Philadelphia Dist.. 12 24 19 
Philadelphia .... r7 23 19 
Cleveland District. 8 r61 65 
NOE 5 o.4 6.006000 17 3 20 
Cincinmati .... 7 25 5 
Cleveland ....... s sa 14 
Columbus ...... —1 16 8 
.., sae 5 22 13 
Pittsburgh ...... 5 442 s 
Richmond District. —3 r23 6 
Washington .... 3 31 8 
BRIIMOPe ...... 4 20 4 
Atlanta District... —9 14 9 
Birmingham .... 0 23 22 
SEE ns 60445 -.—18 6 —3 
AtIMMER. 202605 7 2 ri5 14 
New Orleans ....—25 16 7 
WAGMWIle 06355 2 17 s 
Chicago District... 9 22 14 
| re 7 22 13 
Indianapolis .... 8 16 5 
eae 17 25 19 
Milwaukee ...... i 22 14 
St. Louis District. . 9 20 7 
Little Rock ..... 2 14 —2 
Louisville ...... 16 r23 5 
oe ae 11 20 10 
Memphis ........ ~-4 14 0 
Minneapolis Dist... e ° e 
Minneapolis .... e * ° 
On are = ° * 
Duluth-Superior. s 24 * 
Kansas City Dist.. 7 16 11 
Pi 3: ere 5 6 12 
i.) ere 4 4 6 
Kansas City .... 9 23 14 
St. Joseph ...... --4 14 21 
Oklahoma City.. 6 21 10 
See 15 23 1 
Dallas District.... —9 ri0 0 
pe eee 4 9 0 
Fort Worth ..... 10 ril0 3 
EROUBEOR ccs cccss —9 9 —l1 
San Antonio . th 21 1 
San Francisco Dist. 4 1 0 
Los Angeles Area 6 aan) 2 
GOMIAME cacvecss 8 7 0 
San Francisco... —4 5 —2 
WOPCIOME cescese 4 2 4 
Salt Lake City.. 13 —1 —1 
oeeine é 1 1 —7 


Seattle 


r—Revised. 
*—-Data not available. 


‘Albany Herald’ Starts 
in December 


The Herald Publishing Com- 
pany, Albany, Ga., will begin pub- 
lishing a new newspaper, the Al- 
bany Morning Herald, Dec. 1. The 
company now publishes an after- 
noon daily, the Albany Herald. 
Both papers will be combined on 
Sundays. James D. Givens will be 
local advertising manager of the 
new paper. 

B. Frank Cook has been ap- 
pointed advertising and promotion 
director of the company. James M. 
Robinson has been named man- 
aging editor of the Albany Herald, 
and J. Howard Johnston, local ad- 
vertising manager. 


To Herbert Kaufman 


Palm, Fechteler & Co., producer 
of decalcomanias, has appointed 
Herbert Kaufman Advertising. 
New York, to direct its advertis- 
ing, public relations and sales 
promotion activities. Trade pub- 
lications, direct mail and news- 
papers will be used. 


Frost Agency Moves 


Harry M. Frost Company, Bos- 
ton, has moved to larger quarters 
at 260 Tremont St. The agency, 
which has occupied the eighth 
floor at the same address, now has 


taken over the second floor. 


Ac 


te Aa os agai Bae i akt oy s a Be er) a PR 7 ‘i ai pe Ok y ee aaa eS. ARE Sie i E f y fe ¥ ’ ¥ 
oa ) rd 4 4 en : ap lar ar 2 ‘ GE, x 5 aa ge Bere eo e pa nae es tie = ied OE mr ket ei » & 49 
aie se ’ aN s Dy Apis ee er , : ESTE ACOA AYE ate Na bay Aces aw a a eee bh, gerage Brey aoe ies cea: Pigs 3 : Pete nn te 
‘ 4 : nad : meen Pes es ihe gare Pat & : ao al : oy ei Tt A sie ye oe Sys Ro MOLE a tort 
Yl tas . BOE AST OM Rig: Om : eae pik a See eae Sea sete gist p ne pie Pe ali e : eit a 
+ ° 2 a ao ae fey! ie. nat P — Ro os = 3 me oa en lt ORT : 
; . i ) ; . oH ses ni) t We! ae mae 
= | ee | 
a | | Po 
Bays a i 
Rot xa ee eee i , 
Le ne A ee = 
or pe tes eo — 7 f gon Se 
Renee Siety é set Siti ah MM Sag se Pigs toa se eshte aes Seat 
ay aoe Epes ¢ & z - BBS sce STONE LE PERESS: See Saat ete ta 
ee aay = yy ~~ y bb GC yr { \ ah fh Be ee 
oe ee ew & / yy Rw ye & SB SS 
‘ee a ni es " Onell e f\ f Ae ie 
a 3 
ag ~" 
 . 
diving | 
| 
en | 
| ao sagae | 
ie 
.. 
-r i 
& ‘ Cg ee 
Ss ‘ ieee page — Gave ee 
rs Tee ce nee naa so My ; 
c m ‘ adve oF} ee i Ti en 
|] 
| | 
| : i 
| Be % | 
iy eo : : Es i | 
: ; eee ee Ve >’ Po a 3 
a es i Sit 29 read see heat | ss ee ti 
eae d. . 3 ; ; Conk: Pe se sae 
ee i = ; ; ta a es 9 ° 
ie stor re managers in 3 : | # 
- Variety, Gen'l pe : : 
: ) Mdse. Chain 2 : | 
= 4 oe peo 
wernt ise. ains # 
| | 4 Be — 
| $e 
oi Be snoccanes ES 
ee SSO ORC OEE | 
* 
Fe at | 
om, 
ee t 
; RRS Ne UNNI one TRU aOR te AR IRON a Fn aerial So ean ie Baan eae ae “ os : e 
7 ne a ES ron na Sateen series Bategentene eR 1 a tate apres ac Fe re SER IN ORR SS ERO Sad eee eRe on Min SaaS Keke ae es Ninn, 
se pee Se OR Ee OR ee ee ates aL as Rae ee ee al - Bae. ee : tc 
Ree | Re ee a SERS angen nen: cot Cen Ree aaa arse se Dee peas ae ae Ra aa ss sighs ae EIS eae enre rics, “ef ii: ah eye 
Bee — a ee hE POMS eee ee Se eee es Tee eaeey ee re EIS Goat, lea ise se 
: ie a Permreenne oe aoe tt ag hg on actataae anata, sae Pi eS ae ca Se ea ee RR End ea eel tx So Se A re = 
= Sh Sh Seen ae ee ethernet <u shea or ae ae Ra One on eR oa gi ta Bs ES Oe a os ie a Se es 
x roe maei ie: Sete or Peaeeanumnh oc NR RR a eS SSSR, aise anaes cata seme 2a sas Sean - co Me alueas Re ene * Se os 
aa ees ap ae SEE Seat, oR ae see Spagna 2 Sa a aera a ae ae ead Re; se 4 meet =" oe aes Er a 
a 0 ees Ramona ae eae SE RRR nc a Lae Sasson Eterikite OP a” a am | oe é BOS et ee a ty “ 
< 0 SS Sahay eee Se Nee BGO SAREE SN ns nee Bataan eg Sr aR a3 y Bek Sete epee ak fee Bear  ! ie 
Ke ERE Rana moo Seaesssonseteatta b fo tana cain SR RRR Pe SOS SSB eae Ne: aS Bass Cos ae a Shenae ee Suce fp eee. MS % e 
a go ee aS a BS ees Sink Soot Bis ONS ei ee SERS CREE a SS rama a OO & wit 
= She Es Mrs atecaar ieee SRE RS PES SS o Se SRR RS he a S58 5S ase ssecoconenneiean i Sats Soe Ses Pe POON 0 wae 
; % oe : Bs Se oS Su GS Oe ite eee Baseecnge cnnmprccns ts Eehtemerc ae on i Been rk. ce 
- rabcaes te nea i OER SRE SS Saas ics RNR at eek: ts tigen eens fer Ne vine 7 ee ies os, 
) oe: Se ose Be SS Soa Lape ? | 2 ei n 
i (te RSS Te Rea Sst SS sc BNR NN gic onan a Rhos nena ees P ie ame - ye 
+3) 5 eee eS Ee RE SER Been a Ramen samen eens Pee ea Manerere Cer: b a ea con 
paios . cts eee: Jee es OS See ee se Sa Senses Paes antes oe Re Rss ae ee ° 
meee hagas ee Sots ni ra ais eam > Ra lll 4a \ Dir 
elias SE a es saeentonennnt Scie 3 si ei baer Tee SOO ee NaS: Sa Sa. Sn OS Fe . 
: : SSS Sic es Sgdoane cama haan a Nei a seacsrcan ee lg t 
; aS RSs Se as SconnnanenaanRR Sti eee ge eles BSS So ee Sees ees 101 
; me Ses Seeks * Spe hall ipa Stier nth et Reig aca Sayin Pee UPS Me 
SSSI Sie aa Bri A td Srccennstneeteeneeee Rate £ Sree ies SR RPO ER ea ie 
os — a SS pcan nae Re eat SSR tes aati Me. Be Se Sera BES g 23- 
‘ ES SESS Sas ee etalon: & Renee ares u SEES SR cs 
j 3 : : oo ey AS ERR Ras 5 CER es ces ; ‘ ae SS aa e —- a 7 
' SESS Ss eee Sy 5 i Bsn ‘ SSR ot 3 = ee ees 
OS eee Se i cil ag Re ie onan PRERN int Sea % ie” ice: 
2 SPA aes 95a Wh 4 ReeMnerccnnccane = Be ot 
; 1 . : (RRR A ee - Yo : sm i La pest : Za 
baie SCE eae ; re a : — eee a” tior 
ae : Scr ace eee Oe he Rees ay os 2 = a sg Be 
mats SPREE R Re CE sees a ip eo ee pe a ais 3 ss . soni - Woe 
ay Oe a ORS 3 Pe Pe es Sa, Gre. Sa gaaeeia. x... Cue <i ae Sage - be 
See. oneanes Se Sina eu mes eee ne eee aa 2 Bees . 
— SSS Soe see ee a wt, ae ee a Pani of oo Se Sea Ss py 
ey a ie ee Sea os: eo i ————- l— i sin 
a : ee SRR Sires se oO Se npn of Rae SRR a gee: 
a er ee Sea - ae oe pe pst Ri ie, | s 
a / Sa OOP SS eee ees Brae I 8 ue a ima ea = Bsns Baca es Ea Rao : 
a : tse Seite atone ei Bt oe , oe Wap eo Tege Ssvaiee er rR so ae 
ae CS ee en Oe —_— rh 2 con 
A SSS ae ee 4 Cs i ese aa EMT REA het ee Bea sae eo. Be 
ae Ss ee Seseaeeeee : Deter: ate ER ae sed? ot Fee ete Su my * 
“a : ee Sea ; . Weeeene cee ae Bal Saaeeey : - ec oa bui 
aaa Peer ees ss 5S ol Ae Te Ae RMN i 4g!) 5 Laces sonesanes SSS eee 5 Ge: | 
ee ERs Mn er CPR Lee ae ee i ti 
Beets Berek oe ia pt ae aes ea Nore PNG eee oe RR Saas Sasi j oI 
ae i Ea Bacsiscssss ’ 4 i I er RCN oR ae Seg ane OSES rs 
sa OS SS SENS ae Ss \ SUM ge eS GORA eae OSS ee i 
Spee i ee Be = 2 Re ee SD we sie | NUM eats ae Bees a | Bee | to | 
aha SSS ee a 3 ‘ es Se EE NRCS RO ere: pian See, Sa 
Yee Pie ee aS SRR : : SEES ea BG Saas. Ty rena eee aa soa ee 3 ; rec 
jay REMC eae CM SORERY oa ete : Reeicnr fs Boe wit ea aaa a emma a. 
; Se ree Seteoea ld tY) Raabe aa ios oS ca ae BE es cae SSS re 
; ee —— i ee sf ee ee ee Se ee 
ee ee: ire Se co Beas ik sa wate Oath tn amare Bec ee 3 
ae? 2 ieee Meee eigenen SS = ne Paice ae Cre Rein ences ian nn foots Seas oe EER 8 . 
= Hl cae Ramee ic Re eS SS Eu is ch tan Rp ne ies ate 2 SR SRR ae a Se Be aR Soma 
ee Baers canta ean ea Sameer ren Res ; Be sah Sin Sete Re SR PLES SSS a Rai 
ee l ees Seamer Rane SS RRR ee ce i oo cn tegen cman wee sre DS SS eee eee al 
epee fae a eee mean 5 ee eas as ee ang Rare Ra a meen oe Rees Bese ee 2 
ox ! fo 0 ae nd Po sea ; ipa ae Mimge es BIER Rg Ee SER Ee ate Beemer oS Ses 
eta se fe ois as io a a om 3 eo Be oS nn Res Bee ee es Sens Soa a Sei a pre 
ee) aie Reem Re £3 Spe teu . pe Re Rn Soe soa Bi Bre ees PrN Shiite aaa SE 2. P 
eae: f — 335555 Sere te ee Soo, Es ae ci Soa ee ee 2 os 
So KES eae march tacctsponeate sea Tee aan es Pen ree. Bes, BORE ae Siemens oo ra ogee neaeamtens ein ee SS os 
: : a Witinmromcrana  T  S Pa os ES Rs ecg ET Neate Re LE ees a i 
mee i ee ee yee Seta isn Boas Be ag ae Cee ee any ae ee pee i Kir 
= F oe Bae caer Be Prete ees FO OOP nem enc tt ees aR eg ty > SMe EEN Scr ee Seems So oo i 
ee Se rm Dee "So eee Ie ; aes ete Sa ets ae tt Gama i = Wa 
oer A. ee Pee ie ‘ Stee ee ee Rimes semi SESS apenas ab oi pier ashck a papi eer 
7 Ss es Seats Fe NT ak ae tn rare Oe OTe Rae a a SN Sane n= Sapo pee Nas fi Pope eae as A 
. Reese: Se ees ON EO ota NO NR SSS 0 ON a Po eS Re ee ae RRR ee: a 
ke aS — Seer Mea . aie nrc Mites ee. Biieceie acca en ee es Pe at ed a ot Ss ts Sa eae peo tn en SS: be 
Sears ad Beess. oa anne ‘ iis eae cae Settee sscaataaie Pee EMO C Be on SNS Se Rea aS 4 ps eh 5 a Ran ene «NA RRR eae > en? 
| =: os ROE EE EEE ce : : ges Saks ae a td FS Oat eee cA eal Boe Paseo i 
— ; | Se age Siena fae 3 Gea SR j oe Sa a Bx | h 
i i sa ea ee SON ae Be a ee ; se 
he Ta : " BP ees Be peas tee Se sien: meee nee fo) ee Brey ey : Pont : eek coe Be 
ae R gg mr Bg MMT yc | aa Rs a : Siena BN toe Bor Soe aN poll Rca 
i = ee eee ne ae Bees PSA IN sonata om Bes awe Bae | Bearman Pe SRA HDL OS et oe ON Re aa : ge Soe : Lea 
mites er, 8 ee Se mem : Fee Be oa eg ag Be nae Sassari Re EE ot eS ae es BOS a aa | 
mea gear ee reese ei pecans aa | Ss AEs (tee Ses Bee din: eae : Sioa SSoieseeemen ss eer Ree Me Gncnp ney pro 
* Boece ree a aaa eg ie SAL a a ter ea Sane, Rica os eerie crags Meeses canes eye 
Bot con ae ae Sad ee ee as ac a Siitiannne snes nner Rae RA sae CPN oe Re ER 7 
apie < ceeeO OO ay pit Sen ee eens peta es CE ES ihunaaancsoneaes PR rte ge pe tas Ss aa as in 

‘ ee eee pasoct. sa SY Ts ea GR aR Ce : Siiaaianaesaeseeie ee Sse a a a Oi eta Cen Doan peas ge Seat - 

é OO Ls POS OE EN ORE. ea ss Bote Seis senna a Sanaa hada SSS SR RR oc es ib satin Recah eee Se cee noes 
i Zen penne er Be alan ae SONS, Pose Risin Bocce toa poanesnneemeny ei ee ee Be OR San Sat bus 
i aM So Soe 2S SMM SS Sg Se Berane ecm Beans i eas Ber EERE SST 

; f Be 2  . ES SC re ea ca nent Se ees esc ee Se bus 
‘i H sh RS Bis ints eas — ESC a RS Soca SSSR ee es Bata 2s ec Pe cc ieee 
Pe 2 saa eS Seco SB Sica nnn a Suita Rune heater Be Vs S ate = meer oasis Bi oa a ai Boe Oct 
ie Pee es Ss, QO RRS OTe BO oe Ba See RR Binns ea A ae Shes. ae ee ere ee. pS a 
! : a OR il BO SRS RE RS Gceac ee ae SESS a me Sere he Boe - Bi ee gare Me Si Ss ne 
; ; Sais % oases as ie arcaie ag at ea Pate ates Reema Bice eo Bese eee RRC RRS apes: aa cea RE es seis 5 
Bae Pete ee Scere TEDSTER OR VaR eR ne Se ae Bes epee Se :., er e ROE Sa 
i SEs eee Be iS Se ore tera: % pa ae See Se yin eaetnece at aoe Bee SERS: EER SSSR Cs oe Bat. an Re a geo rae co-! 
on RRS. "°5, 2s gaia a SR Re SSR CS SS Re ae SGA RRR EAN SEER ART SORA ese cramer eh anion SES Been _ 
- Hy et a oe Oar ee SES a a PO Scie eee Sonnet Sega Bastiat Bao 5 NOM ae eMeEN TS yeaah SP tee ee t ainiante tannic aia ona en ae 
tga Bese ee Si 8 a sient ee Secor sae Sas gear SESE asa BS Sas SS ca a Sal RR Ste ea Ra ss 
peal BEER SB 5 NS aR esc pes Gi gs en Ne Peers nti Sn PASE ee eee aS Ss PRE eaten semen Meme eal Mare secant encase 1¢1 
mayer Sects Bias Se eee Reg teei ae cane SM es eee ee : ae Be iii cite sk a eR Soi i Sse a a 
aes Sek Saito seem Mp weolite stereo LB SS ans Bait teeiatttns caatieiieeaccsete to IER Prone sss Seeger aaa eee Res Baebes oie nie SS SS SER RRS aS eal ey esters 
we k Pee Se SPR Gees Peres see ee nee ES ee Bee a nS seers al e. "ees 
pe on aaah ec ote Me we eect cats sacs ESSE aa Shien ek a SER os Sg (OSes oneaea ver 
Seana atica Sass RGA sie eee Faget en a ee Sut cee name oe enema ene nee ca praneauaet es ioe nS eye. a ea es al Bia sean 
5 i anata GaN ce pepe NER ee eee pa eat acm mae Ra Seminar ani EN teaser sine nena ae Ree ein a Ca ae a ORE a i 
ae Spee ire gr POON! - ORR RON ea POR ONES a Ee Se ee ess SeaahueMacs 3 ers crete OS Be (RS a 1€sS 
Vote ere SOS UP i Re ae Sse Si cae tions Rua Tene wa Sigs eae age ee a: BO ee sae ER Biss Sos Seaeaes a 
Sa Aee eae EDS RES SE Dae ner enn ee cing ee amaner es ca ghesy capes SRO Si coh Bee alae De ci tact "IR Bai sss Sa Bee 
ieee ! a sei a : ‘ iS cra a en Cas eC a eae ee Bat ets ae a cos Sereno : cou 
read ‘ pais Pons 5 : BOGS Bens, Seo =e See . 
eli , Ba = Bee: s Sees siren oa 
teal REE nn Site aa 
ea BERR Sema a tate 
ea : ee es Cc 
7 a eae ei r 
a.” 2 aR a Bae 
ui SS oe Clk Pre 
ee a FE es 
ame ers Fe ee od FI Mi oO rae aa 
Maui, Bo Sian o0 a Spee ‘ we i 
ih Sot, a. <a saete e Bee Cc 
ea Bm Bae: ieee ae ro 
“ Beene Soca. ei 
‘ [ee Sea eee the: 
Sess Serres. Be a papers a 
‘ ce Seo 2 es Resa mar 
mee , se ne cag Seance SS M 
; 4 me aa ae ot 
| ee EE rela 
a SS og si. ee - 
“ aie See alate ener Son 82 ss teatatetene aber 
tat Bo a He aaa tion 
ae Bacon eo aa 
= : geass : Be duc 
ae ay Bal mer 
nt te ssi aes 
ag a - to kt 
ata 
sat 
i Cro: 
igi _ Biv 
° 
Cie1 
' 
a: ter | 
P, 

a N 
ing 
fact 
Slif 

( 
Jim 

{ [i Ne 
Neu 

{ 
‘ Stre 
Ee cont 
the < 
r * r et 2 z 5 cach . ca 
a ‘ Gea mf 4 7 N ‘ es Es = 


NaH 
we ee oe » | 29 9 
Sh amtene sotabatteans SIR ONWOROR HWORMOTMO 


| eooor 


orrE- 


ae 
are DOD 


7, Bos- 
uarters 


agency, 
eighth 
ow has 


Advertising Age, October 20, 1947 


BLUE CROSS AWARDS—Judging public relations entries in the annual compe- 
[loft to right): Otis Beeman, account execu- 


tition among Blue Cross Plans are 


Women Use More 
Cosmetics Now 


NEw YorK—More cosmetics are 
being used by American women 
at the present time than two years 
ago, and they are being purchased 
in drug stores and house-to-house 
selling rather than department 
stores, according to the third bi- 
ennial “Good Looks” survey con- 
ducted by Woman’s Home Com- 
panion. 

The use of lipsticks rose from 
85% in 1945 to 93% in 1947, and 
lipstick brushes are used by twice 
as many women as two years ago. 
General use of various face creams 
has increased—with the exception 
of cold cream, which dropped 8%. 

The survey showed that most 
American women shampoo their 


tive, Young & Rubicam; Paul Jones, public information director, National Safety hair once a week, and the use of 


Council, and John Mirt, Newsweek, all of Chicago. 


hair rinse has increased from 17% 
to 26% since 1945. The use of 


Direct Mail Users 
to Discuss Aid 
to Distribution 


CLEVELAND—‘“Speed distribution 
with direct mail” will provide the 
central theme for the 30th annual 
convention and exposition of the 
Direct Mail Advertising Associa- 
tion at the Carter Hotel here Oct. 
23-25. 

The exhibits of materials, serv- 
ices and equipment offered by na- 
tional producers and suppliers will 
be the first at a DMAA convention 
since before the war. 

Scheduled for the three-day 
conference are 20 discussion topics 
built around the “speed distribu- 
tion” theme, with roundtable talks 
to be handled by business and di- 
rect mail leaders. Speakers at the 
three “headline” luncheons will be 
R. E. Woodruff, president, Erie 
Railroad Company; Leo E. George, 
president, National Federation of 
Postal Clerks (AFL); and W. M. 
Kiplinger, editor of the “Kiplinger 
Washington Letter.” 

A feature of the convention will 
be the announcement and _ first 
showing of the 50 Direct Mail 
Leaders for 1947, selected from 
promotional campaigns submitted 
in almost every classification of 
business and industry. The annual 
business meeting is scheduled fo 
Oct. 23. i 

DMAA’s annual convention is 
co-sponsored by more than 35 par- 
ticipating groups representing ad- 
vertising and graphic arts activi- 
ties from every section of the 
country. 


Crosby-von Morpurgo 
Productions Formed 


Through an agreement between 
Crosby Productions, Hollywood 
theatrical production and show 
management unit, and Henry von 
Morpurgo & Co., industrial public 
relations and advertising organiza- 
tion, Crosby-von Morpurgo Pro- 
ductions has been formed for com- 
mercial productions from creation 
to bookings. 

Headquarters will be in the 
Crosby building, 9028 Sunset 
Blvd., Los Angeles; 451 N. La 
Cienega, Los Angeles, and 406 Sut- 
ter St., San Francisco, with service 
offices in Chicago, New York, St. 
Louis and Philadelphia. 


Offers Copy Course 


N. W.-Ayer & Son, Philadelphia, 
has instituted a 13-week copywrit- 
ing course for Ayer employes. The 
faculty comprises five of the 
agency’s top copywriters — Ken 
Slifer, head of the copy depart- 
ment, John Frazer, Cy Stubbs, 
Jim Sellers and Marcella Schmidt. 


Issues Cotton Guide 


A reference guide for buyers, 
sellers and industrial users of cot- 
ton fabrics has been issued by the 
New York Journal of Commerce. 
The directory, entitled “Worth 
Street Selling House Directory,” 


telephone numbers of the firms in|@"ti-perspirants and deodorants 
|g York’s primary cotton textile | has gone up from 88 to 93%, with 


60% of the men in the families 


Pha ee eae 


using anti-perspirants. 

Most women still patronize the 
beauty shops, with 60% having 
permanents once or twice annu- 
ally and 8% now giving them- 
selves home waves. 


Ornberg to Smith-Giles 

Robert Ornberg, formerly ad- 
vertising manager of American- 
Marietta Company, has been 
named sales and promotion man- 
ager of Smith-Giles Company, 
manufacturers’ representative. He 
will make his headquarters in the 
Chicago office. 


Names Sears V.P. 


W.. J. Sears, formerly chief of 
the rubber division, office of ma- 
terials distribution, U. S. Depart- 
ment of Commerce, has_ been 
named vice-president of the Rub- 
ber Manufacturers’ Association. 


Ballew Leaves Blatz 


_ L. D. Ballew has resigned as a 
vice-president of Blatz Brewing 
Company, Milwaukee. His future 
plans will be announced later. 


77 


NEW JERSEY’S FOURTH LARGEST MARKET 
a 


CANNOT BE SOLD 


9 de of ee FROM THE 

/ OUTSIDE 
Serenade this wealthy, compact market in 
test and sustained campaigns. Its six square 
miles, surrounded by water on three sides, 
has 80,000 populatio#, concentrated shop- 
ping sections, and 93% readership of The 
BAYONNE TIMES. 


Send for the new 1947 Market Data Book. 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED B6Y 


BOGNER & MARTIN 
295 MADISON AVE, NEW YORK © 228 N. LA SALLE ST. CHICAGO 


contains the names, addresses and 


No strings of test-tube pearls can match the thrill 
of the real thing. And it’s like that, too, with 
readers of home product advertising. You'll add 
far greater luster to your sales with a single, 
ardent, full-time homemaker than any number of 
delicatessen-diners, career girls or elderly ladies 
with lorgnettes. 


That’s why more and more shrewd advertisers 
of household goods are telling their story every 
month in the pages of The American Home. Its 
audience of 2,500,000-plus is handpicked by 
the exclusive nature of the editorial makeup. 
American Home is 99.9% pure homemaking 
magazine.” It concentrates wholly on building, 
home furnishings, food, gardening, hobbies, 


FOR HOMEMAKERS ONLY... 


there's no magic in mere numbers! 


child care, health—just as its advertisers do! 

So, of course, the only people who buy 
American Home are those with home on their 
minds. They’re folks with three meals a day to 
get. Porches to build. Families to raise. Lino- 
leum and refrigerators to choose. And while they 
read American Home pages, they’re actively 


home-product shopping. 


Can you picture a better group to talk to about 
your product than these active, responsive 


American Home-makers? Or a 


better time— 


when they’re in a home-thinking, home-planning, 


home-buying mood? 


This reader magic has meant sales magic for 


others. It can for you too. 


*0.1% editorial linage on Beauty & Grooming. 
Lloyd Hall Editorial Analysis, Jan.-Aug. 1947. 


“AMERICAN 
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CONCENTRATION upon events most 
vital to YOU and YOUR BUSINESS... 


COMPLETE OBJECTIVITY 
in reporting such events... 


CLEAR INTERPRETATION 
of such events... 


LOGICAL FORECASTING 
of events to come... 


The 112,000 subscribers to World Report—most of them 
in managerial positions in American industries—know 
that 


IT IS GOOD BUSINESS TO WATCH WORLD BUSINESS 


* 


83.5% of all subscribers to World Report say that a knowledge of world 
affairs is important to them in the conduct of their business. 


That is why they read World Report every week to get the facts and 
reliable interpretation of the facts so that they may anticipate what is 
going to happen in the critical months ahead and plan accordingly. 


World Report 


The only weekly news magazine devoted entirely to reporting, interpreting and forecasting the news of world events. 


WORLD BUSINESS IS YOUR BUSINESS 


Published by United States News Publishing Corporation, Harold L. Behlke, Advertising Director, 30 Rockefeller Plaza, New York 20 
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KRAFT MUSIC HALL SEND-OFF—AI Jolson, looking as much as possible like 
a certain former star of Kraft Music Hall, begins the new season's show for 


MATE—A handbag partner for lip- Kraft Foods Co., Chicago. With him at the opening broadcast are (left to 
sticks, this new two-inch Perfumizer, right) Jack Galbrath, NBC Chicago account executive; Oscar Levant; John 
made by DeVilbiss Co., Toledo, will be Reber, president, J. Walter Thompson Co., and Jack Platt, vice-president in 
promoted in Mademoiselle, The New charge of advertising for Kraft. 


Yorker and Vogue. 


STOCK PHOTOS LEND AN AIR—Melamed-Hobbs, Inc., St. Paul, achieved an 

unusual business paper spread by using photos picked from a stock catalog to 

illustrate the selling points in this copy for Allied Building Credits, Inc., St. Paul. 
The ad is appearing in 15 business papers in the building field. 


a aa so a this NOT A BOARD MEETING—The official opening of the new Macfadden Publi- 


: A cations test kitchen at 22 E. 40th St., New York, is being celebrated by Meyer 
—, yen ag lag Dworkin, treasurer of Macfadden Publications; Joseph Schultz, the company's 
Sneek Malle seman Bellies end provides legal adviser; Carroll Rheinstrom, president of Macfadden International; O. J. 
space for a price card Elder, president of Macfadden Publications; Harold Wise, Macfadden senior 

F vice-president, and Esthet Kimmel, the organization's director of home economics, 


GETTING SET—Primed by coffee and doughnuts before the opening session at 

the Association of National Advertisers convention are (clockwise from extreme 

left) Robert B. Brown of Bristol-Myers, the new ANA chairman; Cy Norton of 

ANA headquarters; Robert Austin and C. Fleischmann of Penick & Ford, and 
George Perkins, Bauer & Black. 


pacnes BY 
picrawee? la are 4 
wt yERNON, & 


pe 
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WIDESPREAD APPEAL—In the biggest campaign in its history, PictSweet Foods, Mt. Vernon, Wash., is using this 24-sheet 
poster, along with radio, newspaper and point-of-sale advertising, in both old and new markets. Ruthrauff & Ryan, Seattle, is 
the agency. (Story on Page 62). 


‘ECONOMISTS'—Watching Willys-Overland's "Econorama," a three-dimensional 

action portrayal of economic principles and business operations, are Lee Walker 

and Miles Hoffman of Willys; John Jones, Pillsbury Flour Mills; N. B. Norman 

of Norman A. Mack & Co., New York agency, and Ralph Blatchford, Employers’ 
Group Insurance. 


TELEVIEWERS—Interested ctators before a television screen at the ANA 

convention are (left to right) Les Waddington, Tommy Thompson and Cap 

Capelle of Miles Laboratories; Ed Leader, Bankers’ Life, and Robert J. Piggott, 
Grove Laboratories. 


GREETERS—Here are some members of the New York convention committee which acted as host for the Financial Adver- 

tisers Association. Left to right: Ruehl S. Smith, Time, Inc.; Joseph Bame, Commercial National Bank & Trust Co.; Barclay B. 

Backey, National Newark & Essex Banking Co.; J. F. Donlon, E. B. Wilson, Inc.; Harold E. Choate, Business Week; Prentiss 
Jackson, Banking, and H. P. Sommer, Merrill Anderson Co. 
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WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


- BUSINESS FARM GENERAL 
PAPAS PAPeSS WR MAGAZINES 


214 So, Federal St., Chicago 4 


Newspapermen Elect 


The Ohio Select List of News- 
papers has elected R. L. Heminger, 
editor and publisher of the Find- 
lay Republican Courier, as presi- 
dent. Other officers elected are: 
D. C. Rowley, Ashtabula Star 
Beacon, vice-president, and Frank 
W. Spencer, Newark Advocate, 
secretary-treasurer. 


Joins Elliott-Haynes 

John E. Cooper, formerly assist- 
ant advertising manager of Cana- 
dian Business, has been named di- 
rector of client service of Elliott- 
Haynes Ltd., Toronto, marketing 
research organization. 


— 


Fort Wayne is the county seat of Allen 
County, Indiana... population 158,900. 
The News-Sentinel is delivered to 59.7% 
more homes in Allen County every week- 
day than are reached by Fort Wayne’s 


morning paper. 


* 


The News-Sentinel is delivered to 97.8% of all homes 
in Fort Wayne six evenings each week. 


* 


The News-Sentinel 


Wayne's * Goad Cuceuarg | New 
FORT WAYNE, INDIANA — 


REPRESENTATIVES: ALLEN-KLAPP CO, * NEW YORK—CHICAGO—DETROIT 


CASH FARM INCOME 


DOUBLE THE U. S. 


IS 
AVERAGE 


Average Income Per Farm For Colorado in 1946... . . $8,770.00 
Average Income Per Farm For U. S. in 1946......... 4,113.00 
*(United States Dept. of Agriculture Figures) 


COVER COLORADO 


WITH 


Colorado 


her 2z/ Farmer 


Sam R. McKelvie, Publisher 


P. O. BOX 1349 


Glenn Buck, Gen. Mgr. 


DENVER 2, COLO. 
* 


MEMBER WESTERN ASSOCIATED FARM PAPERS 


Chicago 


New York 


San Francisco 


Daggett & Ramsdell, New York, 
is introducing a new line of toi- 
letries for men this fall, but will 
use no introductory advertising. 
The preparations, formerly avail- 
able to employes only under the 
name of Dagelle, will be known 
to the general public under the 
trade monogram of D&R. The 
products consist of soap, deodor- 
ant, cologne, talcum powder, 
shampoo, shaving cream, shaving 
soap, hair lotion and after-shave 
lotion. 
Eo * * 

A new boxoffice promotion 
scheme — giving away popular 
music records instead of china— 
has been devised by two Pittsfield, 
Mass., theater men, and is said to 
have met immediate acceptance 
by a score of New England the- 
aters. The new company, Berk- 


district 
manager for Western Massa- 
chusetts Theaters, Inc., and Hor- 
ace Decelles, a house manager in 
the same chain. They gave the 
plan its national premiere re- 
cently, reporting that receipts 
tripled the average gross for that 
particular day of the week. 

The company has contracted 
with principal record makers for 
exclusive national rights for the 
distribution of records as> pre- 
miums in theaters. Under the plan, 
on a designated day each week 
over a 12-week period, patrons 
receive one record by buying a 
regular admission ticket and pay- 
ing a nominal sum as a handling 
charge. 


William T. Powell Sr., 


* & & 


Coca-Cola continues to exhibit 
interest in the hospital market, as 


shire Enterprises, was formed by 
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at the American Hospital Associa- 
tion convention in St. Louis re- 
cently. Smartly uniformed girls 
passed out ice-cold bottles to 
thirsty conventioneers. The Flor- 
ida Citrus Commission also had 
an exhibit and dispensed orange 
juice, while John Sexton & Co., 
leading institutional food house, 


served its own brand of coffee. 
* oo od 


Grant Appoints Three 


Grant Advertising, Dallas, has 
appointed George S. Lannan, for- 
merly with Trailways Bus Sys- 
tem, as account executive. Wins- 
ton Ball Jr., previously with the 
Chamber of Commerce magazine, 
“Dallas,” has been named pro- 
duction manager, and Thomas S. 
Crabtree, formerly with Hydrotex 
Industries, has been appointed as- 
sistant to the art director. 


‘Food Mart’ Expands 

Food Mart News, Chicago, will 
expand into the Twin Cities (Min- 
neapolis-St. Paul), effective Nov. 
15. The new expansion will give 


it dispensed thousands of bottles | 


the trade publication a circulation 
of over 25,000. 
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Lever Steps Out 
with $1,500,000 
Rinso Ingredient 


“(Continued from Page 1) 


Solium has been distributed to 
storés throughout the country, and 
a Zreatly expanded campaign for 
it‘was launched last week in color 
in Magazines and Sunday news- 
paper magazines; black-and-white 
ions in an expanded list of 

dai newspapers, and a coast-to- 
coast spot radio program, through 
Ruthrauff & Ryan. It was also 
announced on the Tuesday night 
“Amos ’n’ Andy” show on NBC. 

Lever Brothers would not 
specify the extent of the cam- 
paign, but the extra expenditure 
for it in the next few months is 
expected to exceed $1,000,000. 

Solium’s “miracles,” Lever said, 
have been confirmed, among 
others, by United States Testing 
Company, by a special spectro- 
photometer developed by Prof. 
Arthur C. Hardy of Massachusetts 
Institute of Technology, and 12,000 
housewives throughout the coun- 
try who constitute the Lever re- 
search corps. 

The “magic” of Solium is in the 
conversion of previously invisible 
light into visible light. 


P&G’S TIDE IN 24 
MARKETS, MAY EXPAND 

NEw YorkK — While advertising 
attention was riveted on Rinso 
with Solium, Procter & Gamble’s 
Tide—for which some similar ad- 
vertising claims are made—has 
been expanded to 24 cities in II- 
linois, Indiana, Iowa, Kansas, Mis- 
souri, Nebraska, New York and 
Ohio. 

Since it started nearly a year 
ago (AA, Nov. 11, 1946) in seven 
cities, the P&G product has been 
kept in the test stage, and still 
uses much the same newspaper 
copy with which it started. 

Typical copy says that Tide, 
“Procter & Gamble’s brand-new 
discovery,” washes clothes cleaner, 
actually brightens colors, never 
“yellows” white things, and gives 
more suds. A _ guarantee says 
“Tide will do everything claimed 
for it in this advertisement. If 
you are not completely satisfied, 
return the unused portion of your 
package, etc.” 

Some of Tide’s selling points 
are that it can be used for every- 
thing from dishes to dungarees, 
that it lathers well in hard water, 
and that it “gets clothes cleaner 
than any soap made—yet actually 
leaves colors brighter” and P&G 
notes: “No other washing prod- 
uct known can make this state- 
ment.” 

So far, national promotion has 
been limited to some cut-ins on 
P&G’s “Rosemary” show on CBS, 
but radio circles have had the 
report for some time that P&G is 
shopping for a soap opera for 
Tide when it decides to shoot the 
product nationally. 

Benton & Bowles has the ac- 
count. 


Truman, Business Heads 
to Confer Oct. 27 


White House invitations went 
out last week to more than 100 
business executives for a Wash- 
ington, D. C., meeting Oct. 27 with 
President Truman and top cabinet 
officials familiar with world feod 
and supply needs. 

Among those invited are the 
directors and public policy com- 
mittee members of the Advertis- 
ing Council, and key advertising 
executives from many of the na- 


tion’s largest national advertisers. 
The program is under direction of | | 
John R. Steelman, assistant to the | 
President, as part of a periodic | 
series to keep key business execu- 
tives informed on national and 
world problems. 


BMB Will Advise 
Canada’s BBM 
on March Survey 


New YorK—-The Broadcast 
Measurement Bureau will assist 
Canada’s Bureau of Broadcast 
Measurement in working out 
technical details for the third na- 
tionwide survey of Canadian sta- 
tion audiences in March, 1948. 

John Churchill, BMB research 
director, will consult with BBM 
officials, who were in New York 
recently to discuss their impend- 
ing study, in the preparation of 
ballots, determination of mailing 
procedures and tabulation of re- 
plies. 

BBM made ‘its first study in 
1944, two years before the first 
for the younger American bureau. 
BMB will tabulate the Canadian 
findings along with those of its 
interim station audience measure- 
ment, which also is set for next 


spring. 

The two bureaus decided to co- 
ordinate their studies as an aid 
to advertisers and agencies which 
spend money in both countries. 

Another BMB development was 
a meeting of the technical com- 
mittee to discuss Mutual’s engi- 
neering coverage method. Several 
researchers and engineers sat in 
on the session. The committee de- 
cided to study the matter further 
before making a formal recom- 
mendation. 


F-M Names Buchen Co. 


The Buchen Company, Chicago, 
which has been handling adver- 
tising of several divisions of Fair- 
banks, Morse & Co., Chicago, has 
been appointed agency for the 
entire account. 


Mulford Joins GN&.G 


Judson K. Mulford, recently 
production supervisor for Mc- 
Graw-Hill Publishing Company 
and previously art director and 
production manager of the Con- 


over-Mast Corporation, has joined 
Geyer, Newell & Ganger, New 
York, as traffic and production 
manager. Mr. Mulford succeeds 


81 


Anthony LaSala who, after head- 
ing GN&G’s production depart- 
ment for 15 years, has been ap- 
pointed an account executive. 


* *& *& & *& ONE journal reaches regularly 


Retail Jewelry Store in U.S. —100% Coverage 


NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A. listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation —a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


1% 


NATIONAL 


eemstenedl 
CHARTER ff CCA MEMBER 


Because jewelry stores spe-. 
cialize in small, portable 
“‘quality’’ articles exquisitely 
designed for personal or 
home use — durable articles 
representing not .only the 
ultimate in artistie design 
but also the maximam in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantageof dis- 
tributing thru jewelry stores. 


Z. 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


all business 1s local 


Advertisers (maybe you’re one of them? ) 
often think of themselves as “national” 
advertisers. They make the same advertising 
effort the country over. Yet two recent 
brand preference studies show that a 
nationally advertised packaged food product 
is bought by 30% of the families in one 
city, by only 13% in another. 


ask us about it? 


prepared by the Bureau of Advertising and published by The Cincinnati Enquirer in the interest of more effective advertising 


That’s because markets (your markets, too) 
differ as people differ . . . in tastes, in 
reading habits, in buying habits. The one 
sure thing in advertising is that every sale 

~ you make is a local transaction . . . a local 
consumer buying from a local dealer. 


That’s what makes newspaper advertising 
so effective. Newspapers today are at an 
all-time high in circulation . 
every weekday in the U. S. and Canada. 
They are the biggest mass medium. Yet they 
give you effective control . . . enable you to 
build sales where you want them when you 
want them, at low cost. 


We’ve got lots of market information on 
tap. Some of it may be just what you’re 
looking for in your business. Why not 


bureau of advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 
370 LEXINGTON AVE. @ NEW YORK |7 @ CALedonia 5-8575 


. - 51,000,000 
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Names E. T. Howard 


Honey Butter Products Corpo- 
ration, Ithaca, N. Y., maker of 
Golden Bar honey butter, has ap- 
pointed E. T. Howard Company, 
New York, as merchandising and 
advertising counselor. The com- 
pany formerly handled advertis- 
ing direct. 


Tf you are “coming West,” then test the West. Po 
lation cross sections are different here. Incomes higher. 


BS 


pu- 


Distances between population centers are much greater. 
The West is different... so Test the West in typical San 


Diego ... Southern California’s 2nd City... 


the Pacific Coast! 


6th on 


Here is WHY you should test the West in San Diego 


® Typical “‘western’’ population 
makeup. Fast growing... 
alive... alert. 

@ Almost complete isolation. 125 
miles southeast of Los Angeles 
“Outside” media not effective 
in San Diego. 

® Complete coverage with one 
newspaper “‘buy’”’, daily or 
Sunday - willing to assist you. 


® Western diversification! In- 


dustry, Business, Agriculture, 
Gov't and tourist incomes 
about equal. 


vapid sun 


San Diego!2, California — 


Union-Tribune Publishing Co. 


© Market index 129 to national, 
compared to California 124, 
Washington 120, Oregon 117. 
® Contact Representatives for 
complete data relative to 
your product. 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York @ Chicago @ Denver @ Seattle 
Portland © San Francisco © Los Angeles 


Just out 


This 

24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


3500 


“QUALITY NEON AND FLUORESCENT SIGNS 


NEON AVENUE 
REPRESENTATIVES IN ALL PRINCIPAL CITIES, 


Read the exciting story of “big time” merchandising at 
_ point of sale and how you can build maximum sales 
with Brand Identification Signs. 


IN| QUANTITY” 


Retail Druggists 
Plan fo Set Up 
Research Bureau 


(Continued from Page 1) 

of brand preference among con- 
sumers for health goods of all 
types. Emphasis at the meeting 
was placed on need for attracting 
more business by better display 
techniques and other methods, 
and on resisting loss of business 
to non-drug stores—which last 
year did nearly $1 billion in health 
goods volume. 

J. Otto Kohl, McMicken & Mo- 
hawk, Cincinnati, president of 
NARD, pointed out that the drug- 
gists have prospered greatly in 
the past decade since passage of 
the Miller-Tydings Act fostering 
fair trade. 

He declared 


that druggists, 


was 


manufacturers and consumers have 
all benefited from fair trading, 
largely because it has greatly 
eliminated loss leader selling. The 
association, which includes about 
30,000 independents of the na- 
tion’s 57,000 drug stores, has long 
been chief supporter of fair trad- 
ing. 

~ Mr. Kohl also pointed out that 
“we, as druggists, have in radio a 
potential that can be of much 
value to us. You will find that 
most any radio station has a co- 
operative plan that costs the drug- 
gist nothing outside a little exer- 
tion.” 


Clark Praises Drug Trade 


Attorney General Clark told the 
members that no other industry 
has made so remarkable a record 
in preventing excess increases in 
prices as the drug trade. Its prices 
on 7,000 health goods items have 
increased an average of only 3.1% 
since 1939, he pointed out. No 
other retail business, he declared, 
comes closer to representing the 
small business of the nation that 
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the Department of Justice is so 
largely interested in protecting. 
He reported that no complaints 
of inability to obtain goods be- 
cause of mergers have been re- 
ceived from druggists. In other 
fields, he said, business meggefs 
and consolidations—now occupring 
at the rate of about five a meek 
—have been a major dist 
factor in price increases and 
supply. fas 
J. I. LeVant, vice-presigent, 
McKesson & Robbins, New A 
criticized the druggists for f 
to pay enough attention to ope 
merchandising of their Ith 
goods, which last year acco 
for 45% of their volume. 
He said that druggists 
create separate departments 
displays to show their hi 
goods, and that they must 
member that such products 
the core of their trade. Non-@rug 
stores which have tremend®usly 


increased their sale of drug Hems 
have done so, he said, becausethey 
display them prominently, sell 


well-known national brands and 


Kansas Edition ........... 
Missouri Edition ....... 
Okla.-Ark. Edition .... 


ALL EDITIONS .... 


The Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


FIRST in circulation 
FIRST in display advertising 
FIRST in classified advertising 
FIRST in total advertising 


FIRST FARM PAPER 
in MISSOURI and KANSAS 


FIRST in editorial service 


The Weekly Kansas City Star is the only Midwestern 
farm paper printed on high-speed newspaper presses... the 
only Midwestern farm paper giving farmers quick informa- 
tion about laws, prices, market trends, flood control, im- 
provements in farm operation and other agricultural devel- 
opments—the only Midwestern farm paper that doesn’t use 
premiums to attract and hold subscribers. 


Advertisers can buy the circulation of The Weekly 
Star either in one bite or by state editions: 


RATE 
CIRCULATION PER LINE 
131,740 70 cents 
-.++ 168,029 80 cents 
soca.  3OBGSS 70 cents 
vecece 406,422 $1.50 


436,422 Paid-in-Advanee Subscribers 
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* head, has purchased the company 


' mover, a 10-cent and 35-cent tube 


ican Weekly, The Saturday Eve- 
‘ining Post and This Week Maga- 
} zine. 


be 
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price them correctly. 

Most interest in the convention 
—the first since 1942—centered in 
the exhibition, where numerous 
new items were shown for the 
first time. Among these were: 

Magic Touch cake make-up in a 
compact, a product of Campana 
Sales Company, Batavia, Ill. It 
will probably retail for $1. It may 
not be introduced until next year. 


Blistex Goes National 


Blistex salve for cold sores and 
fever blisters, sold on the West 
Coast for seven years and soon to 
be distributed and advertised na- 
tionally by Blistex, Inc., Chicago. 
‘Copy will appear in The Ameri- 


Ivan Hill, Chicago agency 


and Ivan Hill, Inc. here handles 
the account. 
Barr’s Creme nail polish re- 


with a lanolin base—the first re- 
tailing for less than 75 cents—G. 
Barr & Co., Chicago, is testing now 
in chain variety stores. Adver- 
tising will start after the first of 
the year on this product, through 
H. W. Kastor & Sons Advertising 
Company here. Balm Barr creme 
shampoo is now being promoted 
in half-page space in the Metro- 
politan Group and 12 other news- 
papers in the Midwest and Pacific 
Coast, and 150-line ads are run- 
ning on Balm Barr hand lotion. 


New Specialty Items 


Several new specialties—brace- 
let keyrings for women drivers, 
chess sets, shoe horns, etc.—were 
displayed by Gits Molding Com- 
pany, Chicago, a major thermo- 
plastic molder of premiums, flash- 
lights, etc. The company will ad- 
vertise to users of advertising 
specialties this year and next in 
Business Week, Esquire, Time and 
other magazines. 

Quitch, an itch remedy, made 
by American Druggist Syndicate, 
was displayed but spokesmen said 
it probably will not be advertised 
for some time. 

One of the most significant ex-_ 
hibits probably was that by Excell 
Products Corporation, Chicago, of 
a large new double-spigot drink 
dispenser. The model displayed | 
had Dr. Pepper Company’s name | 
on it, and a company representa- 
tive said both that company and | 
Canada Dry Ginger Ale, Inc., have | 
indicated interest in using the ma- 
chine nationally. It can dispense 
2,400 drinks a day and is larger 
—and in some cases cheaper—than 
competitive makes. | 


DRUGGISTS’ SHARE 
OF VOLUME SURVEYED 

New YorK—Drug stores last 
year increased their share of the 
total national sales of drugs and 
toiletries, Drug Topics reports in 
its fifth annual survey of “health 
goods” sales. Drug stores in 1946 
did 62.3% of the $2,599,413,000 of 
such business, compared with 57% 


WASHING ON 


PHOTO ENGRAVING COMPANY 


-- QUALITY 
PHOTO 
ENGRAVING 


11-17 S. DESPLAINES — 


CHICAGO 
. 


FRANKLIN 
6343 


in 1942. 

Drug stores’ volume last year 
increased 14.9%, while non-drug 
stores increased theirs only 8.1%, 
the publication declares. 

The survey covers replies from 
more than 400 makers of drug 
field merchandise. It shows that 
1946 consumer expenditures for 
prescriptions totaled $420,987,000, 
of which druggists got $418,784,- 
000; home medicament sales 
totaled $541,601,000, of which 
druggists got $414,666,000; vitamin 


concentrate sales were $187,719,- 
000, druggists getting $157,631,- 
000; personal cleanliness items 
totaled $336,213,000 at retail, of 
= druggists received $74,526,- 

The five products showing the 
biggest increases in dollar volume, 
the study shows, are prescriptions, 
up $80,714,000; baby sundries, up 
$25,000,000; first aid goods, up 
$14,167,000; toilet soaps, up $12,- 
630,000, and animal and poultry 
goods, up $11,092,000. 


‘Practical Builder’ 


Adopts New Format 


Effective with the January, 
1948, issue, Practical Builder, Chi- 
cago, which has been published 
in 10%x15-inch size for 12 years, 
will change its format to the 
“standard” 7x10-inch type page. 

The change in the publication, 
which has a press run of over 
70,000, is occasioned by printing 
difficulties. The smaller format 
will enable the publisher to make 
use of additional press equipment 
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which cannot handle the larger 
size. 


Stagg Joins ‘NY Times’ 
George T. Stagg, recently in 
charge of department store ad- 
vertising for the New York Jour- 
nal-American and formerly adver- 
tising director of the Philadelphia 
Record, has joined the advertising 
department of the New York 
Times as manager of department 
store advertising. Warner E. Per- 
kinson continues as retail adver- 
tising manager of the Times. 


Aaah feat 


Source: “Leading National Advertisers,’* July 1947. 
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Free Enterprise 
Copy Fails, 
Council ls Told 


(Continued from Page 1) 

ple throughout the world with the 
accomplishments of that system. 

“Tf we could get a Sears, Roe- 
buck catalog in the hands of the 
people of the world and let them 
see the unbelievable variety of 
merchandise available to every- 
one...if they could then translate 


AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ 
MAKES . 
MOVIES 


MUNTI-SHORE PRODUCTIONS: 6425 HOLLYWOOD Bivd 
ROLLTWOOD 28 catir 


into the relatively small number 
of hours a man must work to buy 
the various items presented, we 
would quickly end the debate go- 
ing on between our system and 
Communism,” Mr. Cornelius as- 
serted. 

A greatly different slant on in- 
stitutional advertising was voiced 
by Dr. Ira Cross, University of 
California economics professor, 
who agreed, however, that most 
advertising about the U. S. eco- 
nomic system is ineffective. 


Fears ‘Beauty of Depression’ 


Dr. Cross discredited the value 
of “the $3 billion” advertisers may 
spend next year to influence the 
thinking of the American people. 
“Practically none of this propa- 
ganda will be effective. But you 
write what the clients demand,” 
he observed. 

“It doesn’t do any good for an 
oil company to tell the public that 
John Doakes, an immigrant, has 
worked up to become a foreman or 
for a steel company to radio that 


it loves its employes. Actions 
speak louder than words,” he said. 
Dr. Cross predicted a “beauty” 
of a depression by early 1948, and 
placed all blame for “free enter- 
prise’s self-destruction” directly on 
the system’s own economic pres- 
sure groups which insist on “ham- 
stringing any application of meas- 
ures to prevent depressions.” 
Asserting that the coming de- 
pression “approaching with ex- 
press train speed,” will turn the 


|U. S. over to the Communists, Dr. 


Cross called for a ninth-inning 
reversal of form by the “managers 
of the capitalistic team.” The sys- 
tem can only be saved by complete 
recognition by those who control it 
that economic power is not license 
to prey upon their fellow men but 
a call to responsibility to human- 
ity, he declared. 


Chides Agency Execs 


He added that he believes the 
U. S. cannot prevent the spread 
of Russian influence in Europe “no 
matter how much food and money 


Assure maximum two-way effectiveness 
with ILLUSTRAVOX sound slidefilm training 


MPLOYEE training is faster, easier, more graphic, 
and more convincing when you use IIlustravox 
sound slidefilm equipment. Dramatic pictures and 
spoken words command interest — focus full attention 


on your training story. 


@ Field-proven in all types of sales and production train- 
ing, in peacetime and war, Illustravox two-way training 
is the one best way — the most effective, the least expensive. 
Trainees learn as much as 55% faster, and remember up 
to 70% longer when trained the Illustravox way. 


_ ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Magnavox COMPANY - FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


MAKERS OF 


@ @ Over 80% of all sound slidefilm equipment now in 
use is Illustravox. Inexpensive in initial cost and upkeep, 
too, Illustravox training proves its merit immediately in 
better trained personnel, in turn creating better business 


for you. Place your order today. The Magnavox Company, 


Illustravox Division, Dept. AA-10, Fort Wayne 4, Ind. 


Where To Buy IIlustravox. You can obtain Illustravox 
equipment through leading commercial film studios and at 
better photographic supply, and camera stores. Ask for a 
demonstration today! 


Your story is HEARD 


zi 
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we dump into western Europe,” 
and that the only hope for capi- 
talism is to build a strong capi- 
talism in this nation. 

He chided the agency execu- 
tives here for “pounding out 
tongue-in-cheek copy that has no 
appeal except to those whose prop- 
erty interests are concerned.” 
False and misleading advertising 
has caused many to lose faith in 
advertising and in the companies 
which engage in such practices, he 
said. 


Brophy Explains Program 


Thomas D’Arcy Brophy, of Ken- 
yon & Eckhardt, New York, and 
vice-chairman of the Four A’s, 
carried the colors in a vigorous 
rebuttal to the dire predictions of 
Dr. Cross. Admitting that Dr. 
Cross’ charges of over-active pres- 
sure groups and existence of gross 
greed among many leaders are 
well founded, Mr. Brophy main- 
tained that the gravest danger to 
American democracy lies in mis- 
use by Americans of America’s 
advantages. 

Mr. Brophy, reporting on the 
“American Heritage” plan of 
which he is a founder, deplored 
Dr. Cross’ advice to “sell America 
short.” The real danger lies, he 
said, not “in the preachments of 
those prophets of doom like the 
learned professor, but in our mis- 
use of our heritage.” 

The American Heritage plan, 
Mr. Brophy said, aims to bring 
about greater awareness among 
all citizens of what “we really 
have in America.” When that is 
accomplished, he added, they must 
be persuaded that more active 
personal participation in govern- 
ment is necessary to retain those 
advantages. “Our aim is to help 
raise the level of active citizenship 
in the United States,” he declared. 


Council Names AAW 


Charles W. Collier, managing 
director of the Advertising Asso- 
ciation of the West, told the Pa- 
cific Council that AAW has been 
appointed by the Advertising 
Council as its official representa- 
tive in the 11 western states. He 
promised that the 5,200 AAW 
members will do all in their power 
to handle the job on the local 
level, and asked that Four A’s 
members assume their part of the 
job with “supreme seriousness.” 
“Advertising cannot settle down 
to merely selling goods,” he said. 
“There are things much bigger 


and more important to sell, also.” 
The Four A’s program for im- 
provement of advertising content 
has been broadened to include ad- 
vertising deemed objectionable for 
any reason rather than merely be- 
cause it is considered in bad taste, 
Melvin Brorby, Needham, Louis 
& Brorby, Chicago, told the coun- 
cil. 

In reporting on the plan’s first 
eight months of operation, Mr. 
Brorby announced that 136 Four A 
member offices are cooperating, 
and that 300 advertisements have 
been submitted to the committee, 
208 of which are separate ads. 
These objectionable ads were pre- 
pared by 43 member agencies and 
70 non-member agencies. Of the 
group, 32 campaigns were placed 
direct. 


Radio Rule Changed 


In reporting that very few ob- 
jections have been submitted on 
radio copy, Mr. Brorby announced 
that original regulations have 
been changed to permit mere 
naming of the “offending” pro- 
gram by the objecting office rather 
than furnishing the committee 
with a transcription or copy of 
the script. 

Mr. Brorby pointed out the 
conclusion to be drawn thus far 
is that the actual number of 
offending advertisements is rela- 
tively small. He also said that 
agency cooperation after receiving 
notice that an ad was offensive 
was notably good. Several top 
advertising executives have writ- 
ten to indicate that campaigns 
were being changed, supplemented 
or corrected, he said. 

Unexpected results were re- 
flected in the report on an in- 
complete tabulation of the Roper 


TYPOGRAPHIC 
SALES REPRESENTATIVE 


Typographic Plant now seeks a 
man with good connections as our 
typographical sales representative. 

Enlarged facilities now makes it 
possible to handle considerable 
more composition. Highest effi- 
ciency standards and skilled per- 
sonnel would help increase earn- 
ings through client satisfaction. 
Press proof facilities unlimited and 
fast. Salary against commission. 
Write in strictest confidence. Box 
6815, Advertising Age, 100 E. Ohio 
Street, Chicago 11, Illinois. 
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If you could select 2600 typical 
American communities, then pick 
two leaders of each business classifi- 
cation in each town to get a cross 
section, and if you could advertise 
just to the 175,000 of them in one 
publication without any waste at 
less than $700 per page per month 
—you’d have something, wouldn’t 


you? You bet you would— you'd 


aé. KIWANIS 


PUBLIS 


have The Kiwanis Magazine. Our 
bylaws limit membership to owners 
of businesses, practicing profes- 
sional men and bona fide execu- 
tives. And only the most successful 
and articulate in each group are 
selected to join Kiwanis. Find out 
how to make your institutional and 
public relations message get action. 


Write for further information. 


pine 


D FOR COMMUNITY LEADERS 


520 NORTH MICHIGAN AVENUE « CHICAGO 11, ILLINO! 
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ACCEPT THIS AMAZING OFFER 
-- SBOTTLES OF 


SAMPLING AGAIN—In its first post- 

war sampling campaign, Squirt Co. 

used this test copy in Phoenix, Ariz., 

to win a big response. Three bottles 

sell for 15 cents, three more for an 
extra penny. 


study of top decision makers in 
industry and labor, by Fairfax M. 
Cone, of Foote, Cone & Belding, 
Chicago. 

Since tabulation of the ex- 
tensive Roper survey has not been 
completed, Four A officials de- 
clined to release any results for 
publication. If the initial findings, 
however, as reported by Mr. Cone, 
hold up in the completed study, 
advertising executives throughout 
the country may look forward to 
having their eyes opened by the 
opinions uncovered in the survey. 


Lags in Ad Volume 


In his “headquarters message,” 
Four A’s President Frederic R. 
Gamble presented figures to show 
that the West Coast is not placing 
as much advertising as it should. 

Charts comparing prewar and 
postwar percentages revealed that 
the* Pacific Coast is lagging con- 
siderably behind the remainder of 
the nation in its proportion of ad- 
vertising volume. 

Mr. Gamble threw one pointed 
question at his audience of leading 
western advertising executives: 
“Are the loose policies of agency 
recognition practiced by western 
media substantially responsible 
for this situation? Perhaps a 
tightening up of agency recogni- 
tion by media out here will re- 
move some of the causes for 
‘souring’ of advertisers and re- 
sult in a gain in advertising 
volume for the West Coast.” 

Charles H. Ferguson, San Fran- 
cisco manager of BBDO, was 
elected chairman of the Pacific 
Council for 1947-48. Others elected 
are: C. Burt Oliver, Foote, Cone 
& Belding, Hollywood, vice-chair- 
man; Charles Devlin, Joseph R. 
Gerber Company, Portland, sec- 
retary-treasurer; governors, War- 
ren E. Kraft, Honig-Cooper Com- 
pany, Seattle, and Carl K. Tester, 
Philip J. Meany Company, Los An- 
geles. Mr. Ferguson was nomi- 
nated to the Four A’s national 
board. 


‘Ad Costs Down’: Manly 


Unit costs to Pacific Coast ad- 
vertisers are lower today than 10 
or 20 years ago, Merle W. Manly, 
secretary-treasurer of Botsford, 
Constantine & Gardner, Portland, 
told council members. “Our shout- 
ing on this point can be loud 
enough to drown out murmurings 
about increased production costs, 
which we'll have to admit do ex- 
ist,” he said. 

He compared present costs for 
outdoor advertising with 1922 
costs, when $3,925 was required for 
a complete showing, and 1934, 
when $12,034 was required. He 
pointed out that circulation mean- 
while has increased seven and a 
half times. Thus, he observed, on 
the* basis of cost and circulation, 
each dollar buys in outdoor about 
240% more today. 

For all daily newspapers in Se- 
attle, Portland, San Francisco and 
Los Angeles, he revealed, circula- 
tion has inereased a little more 
than 200%, while combined rates 
have gone up only 180%. Transit 


advertising in this area, he added, 
showed a 31% reduction in cost 
per reader—dropping from 4.9 to 
3.4 cents per 1,000 riders. 


Pacific Council 
and ‘Hucksters’ 
Get Even Start 


YOSEMITE Park, Cat. — The 
agency executives who don’t get to 
the film premieres had a chance 
here last week to catch up on their 
movie-going. 

The Pacific Council of the Four 
A’s opened its convention Sunday 
night at the Ahwahnee Hotel. At 
the same time, the Yosemite’s 
“Village Theater” started showing 
“The Hucksters.” 

Park and hotel managements 
said it wasn’t premeditated. 


Appoints Walter V.P. 

Ray T. Walter has been ap- 
pointed vice-president in charge 
of advertising of Tire, Battery & 


Accessory News, New York. 


Four A's Unit 
Formed in Ohio 


Dayton—A new southern Ohio 
chapter of the American Associa- 
tion of Advertising Agencies has 
been organized for Four A mem- 
ber agencies in this city and Cin- 
cinnati. 

The chapter was established by 
Dayton members, who elected as 
chairman Hugo Wagenseil of Hugo 
Wagenseil & Associates; vice- 
chairman, E. G. Frost of Geyer, 
Newell & Ganger, and secretary- 
treasurer, Carter Helton of Kir- 
cher, Helton & Collett. On the 
board of governors are H. H. 
Hutzler of Hutzler Advertising 
Agency, and C. W. Stoup of Foote, 
Cone & Belding. 

Members of the Four A’s in 
Cincinnati have been invited to 
join and two have already ac- 
cepted. The new unit brings to 
four the number of active chap- 
ters in the Four A’s central coun- 
cil—southern Ohio, Cleveland, 
Twin cities (Minneapolis-St. Paul) 


and Pittsburgh. Chapters in other 
councils are Baltimore in the At- 
lantic Council, and northern Cali- 
fornia, southern California, Ore- 
gon and Washington in the Pacific 
Council. 


Quiz Kids Hold Contest 

Miles Laboratories, Elkhart, 
Ind., has announced a “Quiz Kids” 
essay contest for students, with 
two-year college scholarships to 
go to eight high school seniors for 
essays on “What America Means 
to Me.” Competition is in coop- 
eration with American Heritage 
Foundation, sponsor of the Free- 
dom Train. Miles sponsors the 
“Quiz Kids” show on NBC. The 
contest closes Nov. 10. 


Masons Plan Program 


The Grand Lodge of Free and 
Accepted Masons of New York 
State will present a special pro- 
gram on 17 New York MBS sta- 
tions Oct. 26 to dramatize its plans 
to fight rheumatic fever through 
research. The program will be 
heard from 10-10:30 p.m., EST. It 


is the Mason’s first use of radio in || 


New York. 


85 
Names Ruthrauff & Ryan 


United States Vending Corpora- 
tion, Chicago, maker of refrig- 
erated vending equipment, has ap- 
pointed Ruthrauff & Ryan, Chi- 
cago, to handle its account. 


Adds New Service 


R. F. Nylen & Associates, Chi- 
cago, is offering to make slides to 
order for illustration at sales meet- 
ings, clinics, lectures and presen- 
tations. 


The management man's 
preferred source of daily /S 
business news in the nation's 
greatest industrial area 

=the Central West. 
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THE advertising “MUST” in. Boston 


Who says so? .. . the people of the great Boston Market 
say so.. decide for themselves which newspaper they 
prefer, and buy without comeon or coercion . . spend 
nearly $12,000,000* a year for it— in pennies! 


More than 600,000 home-going, solvent families 
believe the Record-American is, for them, the ‘best buy” 


Amounts people of the 
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Boston Market spend 
annually for newspapers 


they buy 7 days a week. 


in Boston . . buy it, read it, shop its pages, patronize 
its advertisers. Nearly 200,000 more families consider 
it a better buy than the second Boston paper..a 
profitable plus any advertiser can use. 


A good stiff selling schedule in the lively, fast-moving, 
fast-reading pages of the Record-American prods any 
advertising into instant action... gives any merchandise 
easy entree to a major portion of a metropolitan 
market . . reaches the minds and wants and purses 
of more buying-minded people . . finds customers, 
breeds sales increases, steps up turnover, puts more 
black on the sales ledger. 


“Best Buy” in Boston? . . Certainly — for any shrewd 
advertiser! 


“Figure includes $6,662,831 in daily purchases of the 
Record-American, plus $5,299,398 spent by 679,410 
families in the Boston Market for their first choice 
of Sunday newspaper reading — the Advertiser. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Handles Farm Account 


Klau-Van Pietersom - Dunlap 
Associates, Milwaukee, named by 


— ER es LTD. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 


RUSS BLDG. GARFIELD BLDG. 


AA last week as handling Morton 

Salt Company’s industrial adver- 

tising, is agency for all Morton 

7 eee for the agricultural mar- 
et. 


Cates to Join L&M 


Gordon D. Cates, for the past 
eight years a vice-president and 
account executive of Young & 
Rubicam, will shortly join Lennen 
& Mitchell, New York, as a vice- 
president. 
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June-July ’47 Hooper 


* Monday through Friday 
: **Sunday through Saturday 


ALABAMA'S BEST BUY FAR! 
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BIRMINGHAM 2, ALABAMA : ee 
Represented Nationally By Headley-Beed 


First Food Ads 
Ready; Belding 
to Direct Drive 


WaASHINGTON—Consumer educa- 
tion phases of the food conserva- 
tion campaign began to take shape 
last week as a task force from six 
cooperating advertising agencies 
emerged from a three-day huddle 
at the Carlton Hotel with fact 
sheets and initial ads for outdoor, 
newspapers and radio. 

Appeals for advertising support, 
telegraphed and mailed through 
the Advertising Council, call at- 
tention to the original four-point 
program announced by President 
Truman Oct. 6. Stressing the need 
to save 100,000,000 bushels of 
grain, they explain the need for 
meatless Tuesday, poultryless 
Thursday, “Save a Slice of Bread,” 
and conservation measures in pub- 
lic eating places. 


Making Progress 


The Citizen’s Food Committee, 
which had suffered serious birth 
pangs since Mr. Luckman’s ap- 
pointment Oct. 2, began to shake 
down during the week, with con- 
sumer phases of the program dele- 
gated to Don Belding, chairman 
of the board of Foote, Cone & 
Belding, who is serving as vice- 
chairman for operations. 

Under Mr. Belding, the six agen- 
cies assigned to the job by the 
Advertising Council immediately 
began to make time. By Tuesday 
a special 24-sheet poster bearing 
the motto “Save Meat, Save 
Wheat, Save the Peace” had been 
designed at J. Walter Thompson 
Company, New York, and routed 
via FC&B to the lithographers for 
early appearance on 24,000 boards 
promised by the outdoor industry. 

Recognizing time factors, the 
agency task forces sidetracked, at 
least for the moment, magazine 
copy, including four-color art in- 
cluded in the presentations rushed 
together for Mr. Luckman over 
the weekend of Oct. 4-5, as part 
of the plan submitted to the Presi- 


'|dent immediately after Mr. Luck- 


man’s arrival here. 


Rush Fact Sheets 


Agency teams under the general 
supervision of Maury Hanson of 
JWT gave priority to fact sheets 
for radio and other advertisers, 
and to sample ads for newspapers 
and farm publications. Ad ideas 
developed late into the night Tues- 
day were considered and approved 
at a continuous series of confer- 
ences Wednesday. 


EE YOU CAN BUY OVER A MILLION 


M7 PROSPECTS FOR 36% LESS 


The Eagle Magazine with 1,052,000 circulation, is 


MAGAZINE 
Eagle 
Elks . 


Legion . 


EE —_ 


Foreign Service . 


the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
‘eis + 3.56 
5.10 4.84 
4.42 4.12 
8.24 7.84 
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Radio, channeling through the 
allocations facilities of the Adver- 
tising Council, will be supervised 
by Bill Spire of Sullivan, Stauffer, 
Colwell & Bayles: Spire, a former 
member of the OWI domestic 
radio branch, was a designer of 
the wartime allocations plan. 

Completion of the fact sheets 
involved severe problems in view 
of the controversy surrounding 


many of the food committee’s pro- 
posals. Even as the sheets were 
completed, Mr. Luckman conceded 
that there was considerable divi- 
sion among informed people on 
the economic soundness of such 
steps as poultryless Thursday, in 
view of immense amounts of poul- 
try in storage and on the farm. 
Mr. Luckman pointed out that 
some feel reduced consumption of 
poultry would merely leave more 
birds on the farm—to consume 
grain. On the other hand, the com- 
mittee has proceeded on the 
theory that reduced consumption 
would make poultry raising—and 
feeding at today’s grain prices— 
less attractive. 


Three-Fold Approach 


Reflecting Mr. Luckman’s ideas, 
the fact sheets stress the three- 
fold approach that the committee 
takes to food conservation: con- 
servation on the farm; conserva- 
tion in industry, and conservation 
by consumers. 

‘Without consumer cooperation,” 
Mr. Luckman told a press confer- 
ence on Tuesday, “it will be much 
more difficult to win the coopera- 
tion of the farmer and of indus- 
try.” 

His position was appreciated by 
the scattered public eating places 
which observed meatless Tuesday 
here this week. Proprietors said 
many of their customers were “go- 
ing down the street” where meat 
appeared on the menu. 

Consumer phases of the cam- 
paign in the next few days will 
grow around the food conserva- 
tion emblem and pledge, to be 
brought to housewives and public 
eating places through far-flung 
units of. the American Red Cross. 

A recipe service, under the di- 
rection of Katharine Fisher, di- 
rector of Good Housekeeping In- 
stitute, will keep press and radio 
supplied with meal-planning sug- 
gestions adapted to food supplies 
for five major parts of the coun- 
try. 

Win Cooperation 


During the week the committee 
won the cooperation of distillers 
and restaurant and hotel people. 
It negotiated with bakers and 
brewers toward curtailed produc- 
tion and conservation policies. 
Wet and dry millers and feed 
makers are next on the schedule. 

With the arrival of Mr. Belding, 
Mr. Luckman and David M. 
Noyes, vice-chairman for policy, 
remained free to devote them- 
selves to plans and policies. 

A public policy committee, 
watching the consumer phases of 
the program, includes Eugene 
Meyer, of the Washington Post, 
chairman; T. A. Repplier, presi- 
dent of the Advertising Council; 
Justin Miller, president of NAB; 
James H. McGraw Jr., president, 


McGraw - Hill Publishing Com- 
pany and Spyros Skouras, presi- 
dent, 20th Century-Fox Film Cor- 
poration. 


COUNCIL ACTS TO AID 
SAVE-FOOD PROGRAM 


New YorK—At the request of 
President Truman and Charles 
Luckman, chairman of the Citi- 
zens Food Committee, the Adver- 
tising Council will conduct a na- 
tionwide advertising information 
program in support of the food 
conservation drive. 

T. S. Repplier, president of the 
council, and a member of Mr. 
Luckman’s committee, and Don 
Belding, chairman of the board of 
Foote, Cone & Belding and a 
member of the council’s board of 
directors, will head the food com- 
mittee’s information program. 

Six advertising agencies are al- 
ready at work designing the ad- 
vertisements, 24-sheets, posters, 
messages for car cards to be dis- 
played in subways, trolleys and 
buses, and radio material to fur- 
nish background for emergency 
messages and dramatic copy suit- 
able for working into scripts of 
network shows. A special coun- 
cil radio fact sheet has already 
been airmailed to all radio adver- 
tisers and networks. 


Agencies Assigned 


The creative agencies donating 
their time and talent to the pro- 
gram are: Federal Advertising 
Agency; Foote, Cone & Belding; 
J. Walter Thompson Company; 
Ruthrauff & Ryan; Sullivan, 
Stauffer, Colwell & Bayles and 
Young & Rubicam. 

George P. Ludlam, vice-presi- 
dent of the council, and Henry C. 
Wehde, director of graphics, have 
been assigned as staff executives 
on the food campaigns, which will 
be built around these three main 
objectives: (1) to reduce feeding 
of grain to livestock and poultry; 
(2) to curtail industrial uses of 
grain; and (3) to promote public 
compliance with the program re- 
cently announced by the Presi- 
dent, including meatless Tuesdays 
and poultryless Thursdays. 


GMA PAMPHLET TELLS 
FOOD PRICE STORY 

New YorK—Grocery Manufac- 
turers of America is distributing 
to 25,000 homemakers, educators 
and women opinion leaders copies 
of a special food price pamphlet 


For TAILORED 
EDITORIAL | 


ADVERTISE in 
CAMINOS y CALLES. 


The only Latin American mag- 
azine with editorial content 
tailored to heavy construction 
field exclusively.* 

31 Latin American advisory 
editors Bulls-EYE their 
editorial to the most likely 
buyers of heavy construction 
equipment ...all editorial is 
on heavy construction. Only 
magazine of its kind. 

Write for “Report on Trade 
Journal Readership among 
10,700 Latin American Road- 
builders”. 


CAMINOS y CALLES 


GILLETTE PUBLISHING CO. 
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entitled “What Is Behind the Price 
Situation.” 

‘Paul Willis, president, speaking 
for GMA, said the organization 
does not claim to have all the 
answers, but seeks factual infor- 
mation and analyzes it in relation 
to all factors involved. Among 
the points made in the booklet is 
that “no one segment of our econ- 
omy can be blamed for the pres- 
ent food price.” 


Ebling Ad Urges 
Rationing Return 


New York—Asserting that beer 
is no substitute for bread, Sam- 
uel Rubel, president of Ebling 
Brewing Company, last week took 
1,000-line advertisements in five 
New York newspapers asking 
Charles Luckman to urge brewers 
to revert voluntarily to the ration- 
ing plan of March 1, 1946. 

“We brewers use a lot of grain,” 
wrote Mr. Rubel, “not so much as 
some people think, perhaps, but it 
was nearly 83,000,000 bushels last 
year. Some of the grain the 
brewers use is wheat and edible 
rice. Most of it is corn and barley 
—but it can all be made into food 
and eaten by hungry people. Beer 
is a wonderful drink—just as 
wholesome and nourishing as we 
say it is in our newspaper ads. 
But you don’t give it to babies, 
and it’s no substitute for bread 
if you’re hungry. 

“So my suggestion, Mr. Luck- 
man, is that you ask the brewers 
to do their share by returning 
voluntarily to the government’s 
rationing plan of March 1, 1946. 
Under that plan we will forego 
the use of wheat entirely and 
make a horizontal cut of 30% in 
the use of all other grains. That 
means a saving of more than 25,- 
000,000 bushels of grain in the 
first 12 months . . . we can thus 
contribute at least 425,000,000 
loaves of bread a year to help sus- 
tain the hungry people of the 
world. And if that doesn’t prove 
to be enough, come back to us 
with the whole picture as you see 
it and ask for more. 

“When it’s a question of beer 
or bread, our vote is for bread 
every time.” 

The company may follow the 
ad with further copy along the 
same line, but it is not yet cer- 
tain. The copy was placed through 
Hiram Ashe Advertising Asso- 
ciates, New York. 


FCC Approves Sale 
of Three Stations 


The Federal Communications 
Commission last week approved 
three radio station transfers and 
ordered a fourth set for hearing. 

Sale of WHHM and WHHM-FM, 
Memphis, by Herbert Herff, to 
Mid-South Broadcasting Corpora- 
tion for $300,000 was approved 
over the protest of Commissioner 
Clifford Durr, who wanted the 
matter set for public hearing. Sale 
of KGGF, Coffeyville, Kan., by 
Hugh J. Powell to the Midwest 
Broadcasting Company, for $400,- 
000, was approved over the protest 
of Commissioners Durr and Paul 
Walker. The commission held up 
action pending a hearing on the 
proposed sale of KVAK, Atchison, 
Kan. 


U. S. Amends Criminal 
Information on Petrillo 


Federal Judge Walter J. LaBuy 
last week permitted the U. S. at- 
torney to file an amended crim- 
inal information against James 
Caesar Petrillo, musician’s union 
head. The original ) \ 
charged the musician’s union with 
compelling Station WAAF, Chi- 
cago, to hire three additional mu- 
sicians. 

As amended, the information 
deletes mention of picketing of 
the station. Petrillo’s attorney’s 
have until Nov. 4 to file a motion 
to dismiss the amended informa- 
tion or enter another plea. If con- 
victed, the union head faces a year 
in prison, a $1,000 fine, or both. 


information | 


Last Minute News Flashes 
Audit Bureau Elects Fahrendorf, Blackburn 


Cuicaco—The Audit Bureau of Circulations elected two new busi- 
ness paper directors at its annual meeting here Oct. 17, P. M. Fahren- 
dorf, publisher of Department Store Economist and Jewelers Circular- 
Keystone, New York, succeeding Kingsley L. Rice, Technical Pub- 
lishing Company; and James H. Blackburn Jr., circulation director, 
McGraw - Hill Publishing Company, New York, to serve one year 
in completing the two-year term of Howard Ehrlich, McGraw-Hill. 


All other divisional directors were reelected. 


appears on Page 2.) 


(Earlier ABC news 


NPA Members to Vote on Name Change 

New YorK—The National Publishers Association will hold a mem- 
bership meeting Oct. 22, when members and proxy-holders will vote 
on changing the association’s name to National Association of Maga- 


zine Publishers. 


Although a quorum adopted the new name at NPA’s 


Spring Lake meeting (AA, Aug. 25), New York corporate laws re- 
quire submission of proxies so that all members may vote, and a ma- 


jority is required for a change in name. 


Promotes Kreml One-Cent Sale on West Coast 

New Canaan, Conn.—R. B. Semler, Inc., through Erwin, Wasey & 
Co., New York, is using 300-line insertions in newspapers of all major 
cities on the West Coast and in Nevada to promote a one-cent sale of 


Kreml shampoo—two 60-cent bottles for 61 cents. 


The campaign, to 


run indefinitely, follows a recent similar promotion in upstate New 


York. 


Newspapers Get Jeris Combination Offer 


New YorK—Jeris Sales Company, through the Biow Company, has 


scheduled insertions of 500, 400, 


and 200 lines in more than 100 


papers throughout the country to offer Jeris Cream Oil hair tonic 
(retail value, 50 cents) for one cent with each 50-cent purchase of 


Jeris antiseptic hair tonic. 


The campaign will break regionally 


throughout the country, with insertions scheduled to run 10 to 12 


weeks per city. 


Carpet Maker Trebles Ad Budget for “48 


BRIDGEPORT, P 
and rugs and 


James Lees & Sons Company, maker of carpets 
ting yarns, will treble its advertising budget for 


1948, to about $500,000. Magazines, Sunday newspaper supplements 


and business papers will be used. 


This account recently was trans- 


ferred from Moser & Cotins to D’Arcy Advertising Company, New 


York. 


Thomas Named Lennen & Mitchell Executive 

New YorK—L. W. Thomas, who left Biow Company to join Sher- 
man & Marquette, New York, as creative head (AA, June 16), and 
subsequently was with Dancer-Fitzgerald-Sample, has joined Lennen 
& Mitchell, New York, as executive vice-president. 


Fred Healy, Ad 
Chief for Curtis, 
Dies in New York 


PHILADELPHIA — Fred A. Healy, 
58, vice-president and advertising 
director of the Curtis Publishing 
Company, died of a heart attack 
while watching the Army-Illinois 
football game in New York 
Oct. 11. 

Mr. Healy had been associated 
with Curtis since 1917, when he 
joined the publishing company as 
a salesman in the Chicago office. 
In 1921 he was named manager of 


| the Country Gentleman sales force 


in Chicago. 

Three years later Mr. Healy be- 
came manager of the new Detroit 
office of Curtis and early in 1928 
moved to New York as head of its 
office there. In October that year 
he was named vice-president and 
advertising director, with offices 
here. 


LEON LIVINGSTON 


San Francisco — Leon Living- 
ston, president of Leon Livingston 
Advertising Agency, San Francisco 
and New York, died suddenly 
Oct. 13. 


JOHN R. HANNON 

Cuicaco—John R. Hannon, 58, 
circulation and office manager of 
American Lumberman for the 
past six years, and formerly in a 
similar post with Porter-Bede- 
Langtry Company, died Oct. 13 at 
his home here after a week’s ill- 
ness. 


ALBERT F. KLEPS 

Batavia, N. Y.—Albert F. Kleps, 
67, president and general manager 
of the Batavia Times Publishing 
Company, died in his home Oct. 10. 
He had been in poor health for 
several years. 


Railroads’ Ads 
May Encourage 
Strikes: Whitney 


CLEVELAND — A. F. Whitney, 
president of the Brotherhood of 
Railroad Trainmen, warned last 
week of a danger of wildcat strikes 
if the railroads continue their 
newspaper drive against the 
union’s demands for new working 
rules. 

Mr. Whitney said the ads are 
untruthful and that the carriers 
are wasting “hundreds of thou- 
sands of dollars in dishonest news- 
paper ads to deceive and prejudice 
the public on demands” of the 
union. 

The ads, he declared, ‘‘are the 
very things which cause men who 
work and feel and think to act 
impulsively often in opposition to 
advice of experienced union lead- 
ership.” 

The railway union’s stand was 
presented last week in a single- 
column, 200-line newspaper ad- 
vertisement, headed “A friendly 
word of caution.” It said: 

“Someone should tell the east- 
ern banking interests controlling 
the American railroads, who are 
out to crush labor unions and deny 
railroad workers adequate wages 
and better working conditions, that 
the money they are spending in 
newspaper advertising is money 
which belongs to the shareholders 
and to the railroad workers, and 
is money subtracted from the net 
earnings of the railroads, which at 
the present time are far too low 
when measured against the cap- 
italization, which is far too high.” 

The ad, placed direct, ran in five 
general and financial newspapers. 


Neoline Names Riordan 


John H. Riordan Company, Los 
Angeles, has been named to direct 
the advertising of Neoline, Inc., 
Los Angeles, manufacturer of 
electrical products. 


AUDIENCE COUNTERS — Philip L. 
Thomson (left), president of the Audit 
Bureau of Circulations, and Hugh Fel- 
tis, president of Broadcast Measurement 
Bureau, met for the first time at the 
Association of National Advertisers’ 
meeting in Atlantic City this month. 
Mr. Thomson is the only honorary mem- 
ber of the ANA. 


Farm Publishers 
to Sponsor Farm 
Linage Reports 


Cuicaco—The Agricultural Pub- 
lishers Association last week ap- 
pointed a _ special’ committee to 
arrange for publication after Jan. 
1 of advertising linage reports on 
farm publications. 

The action is being taken be- 
cause of discontinuance of such 
reports on all except six farm 
publications at the end of this 
year. Magazine Advertising Bu- 
reau, taking over the linage re- 
porting of Publishers Information 
Bureau, will cover only Capper’s 
Farmer, Country Gentleman, Farm 
Journal, Progressive Farmer, 
Southern Agriculturist and Suc- 
cessful Farming, and will change 
to making reports on number of 
pages, rather than linages. 

Leslie A. Watt, Poultry Tribune, 
Chicago, was appointed chairman 
of the committee, after members 
said they would bear the expense 
of having a statistical organization 
continue the linage reporting. - 

Mr. Watt also was elected presi- 
dent of APA at the annual meet- 
ing here. H. D. Klein, The Far- 
mer, St. Paul, was elected vice- 
president; C. A. Baumgart, Suc- 
cessful Farming, Des Moines, was 
named secretary, and Neff Laing, 
Ohio Farmer, Cleveland, becomes 
treasurer. 

The association voted to con- 
tinue sponsorship of farm publica- 
tion readership studies by Adver- 
tising Research Foundation. Four 
studies will be made in 1948. A 
study on Successful Farming has 
just been printed and another on 
Wallace’s Farmer & Iowa Home- 
stead will be released later this 
fall. 


Gilbertsen Elected 


AANR President 


George E. Gilbertsen, John W. 
Cullen Company, Chicago, was 
elected president last week of the 
American Association of Newspa- 
per Representatives. Other of- 
ficers are: Vice-president, Thomas 
W. Walker, Sawyer-Ferguson- 
Walker Company, New York; sec- 
retary, Douglas Taylor, J. P. Mc- 
Kinney & Son, New York, and 
treasurer, J. J. Cooper, John Budd 
Company, Chicago. 

New directors include Herbert 
W. Moloney, Moloney, Regan & 
Schmitt; H. J. Gediman, Hearst 
Advertising Service; Frank H. 
Meeker, Osborn, Scolaro, Meeker 
& Co., and Lee Ward, Ward-Grif- 
fith Company, all of New York; 
E. F. Corcoran, Branham Com- 
pany; Kenneth Dennett, O’Mara & 
Ormsbee; W. A. Daniels, Scripps- 
Howard Newspapers, and Paul B. 
Elsberry, Scheerer & Co., all of 
Chicago. 


‘News’ Appoints Jones 
Charles T. Jones has been ap- 


pointed classified advertising man- 
ager of the News, Charlotte, N. C. 


Few Firms Keep 
Adequate Price 
Data, FTC Warns 


WASHINGTON — FTC Commis- 
sioner Lowell B. Mason warned 
last week that few business organ- 
izations are maintaining sufficient 
distribution cost information to 
defend themselves successfully 
against Robinson-Patman Act 
charges alleging discriminatory 
pricing and discount rates. 

The commissioner called atten- 
tion to the fact that manufacturers 
are often expected to prove that 
price differentials make no more 
than due allowance for differences 
in cost of manufacture, sale or de- 
livery resulting from different 
methods or quantities sold or de- 
livered. 


He pointed out that distribution | 


cost accounting, concerned with 
the costs of direct selling, sales 
promotion, testing, handling and 
delivery, credit and _ collection 
functions, and their supervisory 
activities, is among the least de- 
veloped fields of accounting. 


Promises ‘Open Door’ Policy 


Of .137 representative firms of 
all types studied by the commis- 
sion in 1940 and 1941, only 34 had 
made any start in this direction, 
Mason said. Of the 34, only a few 
had made any substantial prog- 
ress. 

As supervisor of the economic 
and accounting division which in- 
vestigates questionable pricing 
and discount systems, Mason 
promised an “Open Door” policy 
for companies worried about their 
situation. 

Before complaints are issued, 
staff members will be available 
for consultation, Commissioner 
Mason said. Such conferences lead 
to a better understanding of the 
data ultimately to be submitted, 
he explained. 

“It is my hope this will result 
in less litigation and more coop- 
eration between business and gov- 
ernment,” Mason said. “Let’s 
break away from the idea that the 
function of our laws is to furnish 
the basis for prosecution. In a 
democracy, laws lose their utility 
in direct ratio to the amount of 
enforcement required to get ob- 
servance.” 


Listerine Weighs 
Burrows Show 


New York—Lambert Pharma- 
cal Company, which plans to re- 
turn to network radio after an ab- 
sence of a year, reportedly will 
sponsor Abe Burrows, CBS gag 
writer turned comedian. 

Company officials are in Holly- 
wood auditioning the show, which 
will co-star Margaret Whiting, 
singer. Guest stars will be fea- 
tured, also. 

Listerine currently is promoted 
on a network show in Canada. 
Lambert recently dropped 28 local 
quiz shows. Lambert & Feasley 
is the agency. 


FCC Decision Banning 
WORL Is Reatfirmed 


The Federal Communications 
Commission last week refused a 
plea by Commissioner E. K. Jett 
for a less drastic penalty against 
WORL, Boston, for failing to re- 
veal transfer of ownership. The 
FCC last April 21 ordered the sta- 
tion off the air because control 
had been secretly transferred to 
associates of watchmaker Arde 
Bulova six years previously. Mr. 
Jett argued that no motive for 
concealment had been established, 
but the commission maintained 
that the station’s stockholders were 
aware of FCC regulations. 

This is the second station dele- 
tion ordered by the commission 
recently. FCC is in the process of 
reassigning the frequency of 
WOKO, Albany, which was found 
guilty on similar charges. 
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Not so long ago, customers 
would fight for the simple privilege 
of buying your product. 


They. cleaned out the counters as fast as you 
could fill them. It seemed as if everything anybody 
put on sale—was sold. 


Today’s customers require a bit of wooing or 
urging. They still have plenty of money, for their 
earnings and savings are higher than ever. And 
they are buying plenty. Current retail figures prove 
this. But today it takes a bit of sales effort to make 
them spend their money for your product. Today, 
selling has to approach them in new ways, with 
new impact, with harder-hitting sales techniques. 


Today you have to make every advertising dollar 
work more efficiently, produce more, and in turn 
sell more to more customers, than ever before! 


To get more out of every advertising dollar use 
PUCK, THE COMIC WEEKLY where 


37¢ Does the Work of $1.00! 


For 37¢ in PUCK you get as many readers of 


advertising as would cost you a dollar in either 
Collier’s, Life, or Saturday Evening Post!* 


Distributed with 15 great Sunday newspapers 
from coast to coast, PUCK—-THE COMIC WEEKLY 
exerts national sales influence on more than 
7,500,000 families in 7,000 places of 1,000 popula- 
tion and over, and a multitude of smaller places as 
well, with this additional advantage — PUCK’s 


= 
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circulation concentrates heavily where retail sales 
and effective buying incomes are greatest. 


Why Puck exerts a moving influence 
on the lives and habits of people! 


In PUCK, THE COMIC WEEKLY there appears an 
all-star cast of characters weaving a tapestry of 
human interests. It is an artfully woven editorial 
pattern, as carefully assembled and skillfully bal- 
anced as a top-rank musical show. Each and every 
page portrays the basic themes of life—laughs, loves, 
thrills and tears. It plays to an audience of more 
than 16,000,000 adults plus millions of young people. 


A popular figure like Blondie is the reservoir of 
thousands of hopes and dreams. The grotesque fig- 
ures of Jiggs and Maggie and the Katzenjammer 
Kids and Donald Duck are not thin lines that flow 
from a drawing pen ...they’re real people! 


In the restful quiet of their homes these millions 
of readers roam the interplanetary void with Flash 
Gordon ...ride the cattle country with the Lone 
Ranger...sail in Viking galleys with Prince Valiant. 

That’s why these characters exert an immeasur- 
able influence on American habits and attitudes. 


The powerful influence of PUCK’S characters 
has created new tastes in food, new habits in health, 
new fads in fashion, newideas in learning, travelling, 
working and living. This powerful force is at work 
for advertisers appearing regularly in PUCK! 


*Proof? Write us for the figures and readership 
statistics compiled by Daniel Starch and Staff. 


The Only NATIONAL Comic Weekly—A Hearst Publication 
63 Vesey Street, New York 7, New York e Hearst Building, Chicago 6, Illinois 


The Royal Family 
of American Business 


In the first six months of 1947 PUCK, THE COMIC 
WEEKLY published more lines of advertising, 
more dollar volume and a greater diversity of 
accounts than in any comparable period in its 
history. 

Here is the roster of the nation’s leading manu- 
facturers who are using PUCK in 1947: 


10 YEARS AND OVER 


General Foods Corp. Lionel Corporation 
Procter & Gamble Co. 
The Quaker Oats Co. 
Ralston Purina Co. 

R. J. Reynolds Tob. Co. 


Standard Brands, Inc. 


General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 
Andrew Jergens Co. 
Lamont Corliss & Co. 
Lever Bros. Co. Wilson Chemical Co. 


Colgate-Palmolive-Peet Co. 


5 TO 10 YEARS 


Walter J. Black, Inc, 
Corn Products Refin. Co. 
Corning Glass Works 
Cudahy Packing Co. 
Doubleday & Co. 
Eversharp, Inc. 


Geo. A. Hormel & Co. 
Int. Cellucotton Prod. ( ) 
S. C. Johnson & Son, I 
Lambert Pharmacal ¢ 
Thos. Leeming & Co., I 
Pepsi-Cola Co. 
General Electric Co. W. A. Sheaffer Pen Co 
Chesebrough Mfg. Co., Con’d 


UNDER 5 YEARS 


American Home Prod. 
The Borden Co. 

Ford Motor Co. 

Gum Products, Inc. 
Hall Bros. Inc. 
Kellogg Co. 


National Biscuit Co. 
R.K.O. Pic., Inc. 
Seven-Up Co. 
Unicorn Press 

D. Van Nostrand Co. 
Wm. R. Warner & Co. 
Wildroot Inc. 

Wm. H. Wise Co. 


Parker-Johns 


Radio Corp. of America 
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